
‘% Phobia Hit 

at 2nd Syracuse 

Ad Week Meeting 
Fluctuating Ad Budgets 
Criticized; 200 Attend 
Ad, Sales Clubs Session 

Syracuse, N. Y.—Top manage- 

ment of American industry still 

suffers from “percentage phobia” 

in its advertising practices, a pho- 

bia that threatens to put a strong 

brake on economic expansion, 

Dean G. Rowland Collins of the 
Schoo] of Business, New York Uni- 
versity, declared here last week. 
Addressing a gathering of area} 

advertising notables during this 

city’s second annual advertising 

week, Dean Collins urged advertis- 
ers to lay aside funded reserves for 
product development and promo- 
tion in times when business is sag- 
ging. 

“It is quite apparent,” he said, 

“that dur'ng the past year adver- 

tising expenditures have been cur- 

tailed by many companies in a di- 
rect relationship to declining sales 
volumes. 

s “Clearly, if we want to work in 
the direction of instability, no bet- 
ter way exists than by concur- 
rently pumping up and concur- 
rently puncturing the advertising 
budget, as sales volumes zoom up 

or as they take a nosedive.” 
Advertising expenditures, said 

Dean Collins, should mitigate 
rather than accentuate changes in 
the business cycle. The practice of 

expanding ad funds only in good 

times, he added, “actually com- 
pounds” the movements of the 
business cycle. 
Speaking similarly, Donald M. 

Hobart, director of research for 
Curtis Publishing Co., warned that 

old markets must be expanded and 
hew ones developed by steadily in- 
creasing promotion, if large-scale 
unemployment and lowered living 
standards are to be avoided. 

& The Collins and Hobart speech- 
€s were prepared for delivery as 
Part of a three-day (May 4-6), 

triply-sponsored tribute to adver- 
tising. In conjunction with ad- 
vertising week, sponsored by the 

Syracuse Advertising and Sales 
Club and the Syracuse University 
School of Journalism, the events 
included the 48th annual confer- 

ence of the International Affilia- 

tion of Sales and Advertising 
Clubs, and the eastern regional 
Convention of Alpha Delta Sigma. 
More than 200 delegates from 

the U. S. and Canada attended the 
Convention of the international 

affiliation, which includes 14 ad- 
clubs in the Great Lakes area. A 
special feature of the week’s last 
day, named International Day, was 
a panel discussion of “how to make 

advertising work at the consumer 
level.” Scheduled to participate, 
under the chairmanship of Don 
Henshaw of Maclaren Advertising 
Co. Toronto, were George Phil- 
ips, advertising manager of Cluett, 
Peabody Co.; William J. Mc- 

(Continued on Page 4) 

FOR THE DERBY... 

War make mare pou have winner ia 

“EARLY TIMES 
‘Poti agate 

KEITUCAYS FavORITE BOURBON 

CARLY TIMES Company 

ALTERNATIVE—Brown 

+ 

& Forman’s sub- 
sidiary, Early Times Distillery Co., 
used 600 and 900-line ads like this 
in 35 cities Friday to suggest Early 
Times for unfortunates unable to at- 
tend the Kentucky Derby. Ruthrauff & 

Ryan is the agency. 

NBC and Hofstra 

Study Shows TV's 

Sales Effectiveness 
New YorK—National Broadcast- 

ing Co. and Hofstra College last 

week released results of a study on 
TV’s effectiveness in terms of “ex- 
tra customers and extra sales.” 

The study, based on 1,619 inter- 
views here in May, 1949, covered 
15 TV-advertised and 13 non-TV 
competing brands. Results: 

Difference in buying among non- 
owners in eight categories ranged 

from a 60.2% gain for gasoline to 

a 16.8% gain for cheese, for an 
average gain of 30.1%. “or 77 new 
customers per thousand sets.” 

All 13 brands not on TV lost in 
sales among TV set owners, the loss 
averaging 19.1%. 

The per cent buying (in the 
month before the_ interview) 
among TV owners was 33.3, com- 
pared with 23.5 among the “un- 
exposed” non-owners, which NBC 
says represents 98 new customers 
per 1,000 TV homes. 
“TV brought in 60 bonus custom- 

ers (per 1,000 TV homes) among 
non-owning guest viewers,” NBC 
reported. 

Applying the cost of television 
against its returns as revealed in 
the study, NBC found that “tele- 

vision advertisers average $19.27 
in extra sales for every $1 in- 
vested.” 

Market and Media 
data for the asking. See 
‘Info. for Advertisers,’ 
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ABP Reelects 

All Officers Ai 

Annual Meeting 
Cuicaco—The 25th annual con- 

ference of the Associated Business 

Publications, the first held since 

the exodus of a considerable num- 

ber of members as the result of 

the paid-versus-free circulation 
controversy a year ago, was held 

at the Drake Hotel last week, with 
every indication that the 34-year- 

old organization has closed its 

ranks and is making rapid pro- 
gress in the direction of expanded 
membership and service. Attend- 
ance was over 300. 

Addresses by James G. Lyne, 

Simmons-Boardman Publishing 
Co., chairman, and William K. 
Beard Jr., president, were concil- 

iatory as far as former members 

were concerned, since emphasis 
was laid on the fact that the ABP 

is not militantly fighting on the cir- 
culation front and is not merely 

a “one-purpose” association. A 

number of new members were wel- 

comed, the total now standing at 

110, and other publishers were 
present as guests. 

@ The complete slate of officers 
and directors was reelected. An- 
drew J. Haire, president of Haire 
Publishing Co., and immediate past 
president, explained in offering 

the nominations that due to un- 

usual conditions during the past 
year it was felt desirable to con- 
tinue the administration as is dur- 
ing the next twelve months. 

Officers in addition to Mr. Lyne 
and Mr. Beard are Arnold Fried- 
man, Chain Store Age, list vice- 

president; Paul E. Clissold, Bakers’ 

Helper, 2nd _ vice-president; N. 

(Continued on Page 69) 
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Lever Bros. Chooses 

3 Top Merchandisers 

LAWSU!T—Miller Brewing Co. claims that 
the Blatz bottle at right unfairly imitates 
Miller’s bottle and label. Blatz’ “regular” 

bottle is at left. 

Miller Sues Blatz 

over Bottle Design 
MILWAUKEE—Miller Brewing Co. 

here has filed suit in the circuit 

court against the Blatz Brewing 

Co., charging the latter with un- 

fairly imitating the shape and de- 

sign of the Miller premium beer 
bottle and with infringing upon 

the Miller trademarks. 

Miller asked that Blatz be re- 

strained from engaging in unfair 
competition and that damages be 

determined by the court. Miiler 
claims that it has been damaged 

“in a sum in excess of $25,000.” 
Co-defendant with Blatz is Carl 

C. Johnson, Milwaukee designer 

and artist, said to have designed 

the Blatz bottle and label. 

Miller claims it has been using 

its container and labels since 1903. 

Edward T. Donahue, secretary of 
Blatz, has denied the charge of 

imitation. 

Last Minute News Flashes 
Start Snow Crop Frozen Coffee Distribution 
New YorkK—National distribution of frozen coffee concentrate, re- 

tailing at 59¢ in 54%-oz. jars, was started last week by the Snow Crop 

Marketers division of Clinton Foods Inc., in 38 markets east of Chicago. 

Martin Mathews, vice-president of Snow Crop, told AA distribution 
west of Chicago will be started in two weeks and in the Southwest 
within six weeks. Current advertising is limited to TV programs in 17 
market areas, but newspaper advertising is planned to break at the 

end of the month, Mathews said. Maxon Inc. is the agency. 

Stege Joins Leo Burnett as Account Exec 
Cuicaco—George R. Stege Jr., until recently with Pepsodent Divi- 

sion of Lever Bros. Co. for six years, first as director of advertising and 

later as director of sales, has joined Leo Burnett Co. as an account ex- 
ecutive. 

O'Neill Slated for Key Browne Vintners Post 
New York—Arthur J. O’Neill, formerly assistant sales manager of 

Seagram Distillers, reportedly will be named vice-president of Browne 

Vintners, Seagram subsidiary, this week. He will have charge of sales, 

advertising and manpower for the subsidiary, and will supervise the 

introduction of Christopher Columbus rum, a new product for which 

agencies were being interviewed last week. 
(Additional News Flashes on Page 73) 
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Ubiquitous John Hancock 
and Lunding Join Board; 

Babb Joins in 60 Days 

New YorK—The day of boy 
wonders is over at Lever Bros. Co. 
Last week it announced the elec- 
tion of a triumvirate of officers all 
of whom have had long—and suc- 
cessful—experience in business 

management and merchandising. 
The three are: Chairman of the 

board, John M. Hancock, partner 
of Lehman Bros.; president, Jervis 
J. Babb, executive vice-president 
of S. C. Johnson & Son; chairman 
of the executive committee of the 
board, Franklin J. Lunding, presi- 
dent of Jewel Tea Co. 

Other members of the new board 
are William H. Burkhart, Lever’s 
vice-president for production and 

traffic; J. Laurence Heyworth, also 

a director of Unilever Ltd., the 
foreign parent company; Charles 

A. Massey, president of Lever Bros. 

Ltd., Canada; Robert B. Small- 
wood, president of Thomas J. Lip- 

ton Inc., of which Lever is con- 
trolling stockholder, and Louis F. 
Watermulder, administrative vice- 

president of the company. 

w Other vice-presidents of the 
company, as well as presidents and 

vice-presidents of various subsid- 
iary companies, 
will continue in 
their present po- 
sitions, it was 
said. They include 
James A. Barnett, 

vice-president for 
advertising; Wal- 
ter W. McKee, 
vice-president for 
sales; Charles T. 
Lipscomb Jr., 

president, and 

John Sandberg, 
vice-president for advertising of 

the Pepsodent Division; Warren N. 

Burding, president, and Robert 

Spears, vice-president and general 

manager, of the Jelke Division; 

Jervis J. Babb 

John M. Hancock Franklin Lunding 

and Ralph P. Lewis, president of 
Harriet Hubbard Ayer Inc. 

Election of Mr. Hancock to the 

board chairmanship, a newly 

created position, indicates a Lever 

determination to build a solid but 

-|non-spectacular merchandising or- 

ganization. Whether this means 

merely a smoothing of the rough 

edges or a thoroughgoing revision 

of company policy remains to be 
seen. It may well be the latter, 

since Mr. Hancock has a reputation 
in business circles for his ability 

to put sagging companies on solid 

(Continued on Page 69) 
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TV Viewing Hurts Grades of Sophs 

and Juniors, But Helps Seniors 
CuIcaco—Does television view- 

ing help or hurt students’ grades? 

Studies from various parts of the 
country have indicated conflicting 

findings on this score. But a recent 
Chicago study may contain the 

real clue to the conflict: 

Whether TV in the home affects 
students’ grades for better or for 

worse depends, to a large extent, 

on what grade the student is in, 

and what subjects he is studying. 

s Philip Lewis, assistant principal 
at South Shore High School in Chi- 
cago and television editor of The 

Educational Screen, has just con- 

cluded a study which tends to rec- 

oncile, to some degree at least, the 

conflicting results which have been 

reported in this area of research. 
Mr. Lewis studied 500 members 

of the student body whose homes 

are equipped with television sets. 
He started by recording their scho- 

lastic records for the previous two 
years, with the exception of sopho- 

mores, for whom year and a half 
records were tabulated. Freshmen 
were completely eliminated be- 

cause there was no way to secure 

scholastic high school background 

for them. 

s “The findings,” Mr. Lewis told 
ADVERTISING AGE, “may help to 
shed some light on the conflicting 

results which have been reported 
heretofore. 

“In the first place, although we 
did not attempt to evaluate tele- 
vision’s effects on freshman grades, 

we did discover that freshmen 
came from homes having 36.5% of 
the receivers, sophomores account- 

ed for 23.5%, juniors 20% and 

seniors 19%. On the surface, this 
indicates that younger children are 
more persuasive in promoting the 

purchase of a video receiver. 

“We found that 1% of the TV 
homes represented by South Shore 
High School students had TV sets 
installed in 1946, 3% in 1947, 17% 
in 1948, 49% in 1949, and 17% in 
the first quarter of 1950. This 

means that 83% of our sample had 
their sets for more than three 
months, and permits considerable 

discounting of the ‘novelty’ influ- 

ence. 

s “A substantial variation in view- 
ing time among the group was 
shown during the last year and a 

half—that is, a year and a half ago 

viewing averaged 23% hours per 
week; six months ago viewing 
averaged 25% hours per week; and 
at present viewing averages 19 
hours per week. 

“To me this indicates that pa- 
rental control is making itself felt, 
the novelty is wearing off and 
both children and parents are be- 
coming more conscious of the time 

ORD DEPT. 

‘BOR, 

“Nothing personal, Jones! We just need more space to handle response 

from The Des Moines Sunday Register!” 

You may be pinched for room— but not for results when you 
sell the lowa market. And the effective way to reach it is 
through The Des Moines Sunday Register. 

“This one great paper takes you right into 500,000 plus 
homes—all over the state! That’s 7 out of 10 of all Iowa 

families (2/2 million people)—the best part of both parts of 
this 5 billion dollar market: a farm market that’s the richest 

... an urban market that exceeds such cities as St. Louis, 

Cleveland, San Francisco or Boston. 

Coverage in 82 of all 99 Iowa counties is 50% to 100%— 
and it’s not less than 25% anywhere else! That is domina- 

tion! Such big advertising opportunity is yours for the little 
milline rate of only $1.63! 

PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 

THE DES MOINES REGISTER anv [TRIBUNE 
ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 
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SLIP STITCHED—American Machine & 
Foundry Co. has launched a campaign 
in New York newspapers and apparel 
trade publications boosting the virtues 
of slip stitched ties, which are sewed on 
the company’s AMF slip stitching ma- 
chine. Fred Wittner Advertising, New 

York, handles the account. 

consuming factors involved. The 
rise indicated for six months ago 

is, we believe, attributable to the 
opening of the coaxial cable to 

Chicago and the establishment of 

additional stations with increasing- 

ly better fare. 

@ “As far as grades are concerned, 
here’s what we found: 

“Grades of sophomores and jun- 
iors dropped; grades of seniors im- 

proved, like this: 
—8.5% 
—8.5 
—10.0 
—28.5 
+7.0 
+18.0 

“If these results were lumped, 
they would show an average de- 
crease of approximately 5%. Per- 
haps the addition of the freshmen 
would raise this percentage—that 

is, increase the amount by which 
grades dropped.” 

Although these figures indicate 
that a paradox exists in a single 
school, Mr. Lewis believes he has 

at least a partial solution. 

s “Closer investigation revealed 
that viewing television helps stu- 

dents with certain subjects,” he 
said. “The most prominent of these 
are history (especially U. S. his- 
tory), civics, current events, Eng- 
lish literature, drama, music, art, 
some branches of science, physics 

and chemistry. 

“On the other hand, subjects re- 
quiring much application and 
memorizing or reasoning are hin- 

dered. At present (subject, of 
course, to change as the programs 

change or offerings are expanded) 

these subjects include grammar, 

mathematics, foreign languages 

and shorthand. 

“Since many of the subjects that 

are ‘helped’ by TV occur in the 

senior year, it would be likely that 
scholastic achievement would rige 
in that year, with a corresponding 

fall in other years. 
“This makes it imperative thaf 

surveys in this field be specific 
and deal with compatible items 
that reveal results in their entirety, 
Certainly this survey of ours is not 
conclusive in itself, but it should 
open the door for additional ave. 
nues of inquiry. 

e “Parents may be especially in. 
terested to learn that students 
viewing TV in excess of 15 hours 
per week show an appreciable de. 

crease in their scholastic standing 
if they are ‘G’ students or lower, 
‘E’ and ‘S’ students can view 15 
hours or more per week without 

harmful results. (In Chicago 
schools, ‘G’ is ‘good’ or average; 
‘E’ is excellent; ‘S’ is superior.) 

“Little difference in number of 
hours spent in viewing showed up 

between semesters in school, but 
boys tend to watch television al- 
most 10% more than girls and a 
slightly greater percentage of sets 
are installed in homes having girls, 

The implication here is not too 
clear, but it may be that TV sets 
are becoming social requirements, 

and that since girls have more 
social obligations to perform, less 
time is available for viewing.” 

Olson Named President 

Richard H. Olson, formerly vice- 
president in charge of sales, has 
been elected president of Electric 
Machinery Mfg. Co., Minneapolis, 
succeeding Walther H. Feldmann, 
who has resigned to become vice- 
president in charge of sales of the 
Worthington Pump & Machinery 
Co., Harrison, N. J. Electric Ma- 
chinery Mfg. Co. is a wholly owned 
subsidiary of Worthington. 

Picks Creative Awards Winners 
The National Advertising Agen- 

cy Network, St. Louis, selected 
winners for its annual creative 
awards competition May 2 in New 
York for achievements in 15 fields 
of advertising. Winners will be an- 
nounced at the 19th annual con- 
ference of the network in Monte- 
bello, Que., June 1-4. 

S&S Appoints McBride 
Walter J. McBride has been ap- 

pointed advertising manager of 
Street & Smith’s Astounding Sci- 
ence Fiction, which heretofore has 
been handled by ad executives of 
the company’s other magazines. 
McBride continues as advertising 
manager of Air Trails and All Star 
Sports. 

Good way to thaw a frozen market 

SHOWMANSHIP. Since it combines 
size, color and drama, Outdoor 
Advertising carries a good deal of 
entertainment right along with 
the sales message. Here Super- 
Pyro gets high readership and 
remembrance! If you want your 
advertising to make a powerful, 
lasting impression, use GOA... 

the showmanship medium. General 
Outdoor Advertising Co., 515 
South Loomis Street, Chicago 7, 
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See X-Ray Picture 
Of An Industrial Market? 

... With every plant in it taken apart and examined 
thoroughly to see whether it’s a healthy prospect? 

Can you picture how helpful that information would be 

in your sales and advertising planning? 

The machine that is doing that job is the PENTON 
CENSUS OF METALWORKING. It develops a 
detailed picture of every one of 45,000 metalworking 
and metalproducing plants bringing out these 

essential facts: 

Name 

Location 

Products made 

Operations performed 

Number employed 

Annual sales volume 

Design data 

Foundry data 

45,000 pictures like that represent a mighty big opera- 
tion which started in 1939 and has been continuing 

ever since. 

This first real census of metalworking ever developed 
outside the U.S. Bureau of the Census has cost to 
date over half a million dollars. Penton employs one 
of the organizations best qualified to gather and verify 
data on American business—Dun & Bradstreet, Inc. 
Information is gathered through their complete facili- 
ties in New York and their vast crew 6f accredited 
reporters in 165 offices throughout the country. Every 
year thousands of mail questionnaires and field inter- 
views are used to maintain a complete, up-to-date story 
on every plant in the market. 

Why is all this work done? 

This exhaustive census operation is carried on because 
complete knowledge of the plants which make up the 
market is the only way that Penton publications can 

. be sure to cover all worthwhile plants 
adequately 

. screen “low potential” plants 

. keep up-to-date on an ever-changing 

market 

.. give every advertiser more than his 
money’s worth in worthwhile prospects 

An important by-product of the Penton Census is a 
wealth of market information for any company selling 
to metalworking plants. You may find that we have 
just the information you need to help you evaluate 
market coverage or potentials. Send us your questions 
and we will give them prompt attention. 

PUBLISHING 
™ PENTON company 
PENTON BUILDING « CLEVELAND 13, OHIO 
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‘% Phobia Hit 

at 2nd Syracuse 

Ad Week Meeting 
(Continued from Page 1) 

Laughlin, sales promotion manager 
of McCurdy’s, Rochester, N. Y.; 
Donald Bernard, advertising di- 

rector, Washington Post; and Ed- 

ward Shurick, market research di- 
rector, Columbia Broadcasting Sys- 
tem. 

In addition to the international 
delegation, some 300 persons, 

‘ 

chiefly from northeastern U. S. 'tising week celebration was Prof. OSU Institute's Educational First Awards 
and Canada, attended. A medal 
award for distinguished service to 

Lyle M. Spencer of the School of 

it a pioneer in use of advertising 

as a public service and long a con- 
tributor through advertising to the 

betterment of the nation’s health 

and to preservation of American 
democracy. A medal award also 
went to Printers’ Ink, for its aid 
to advertisers and to “millions in 

attaining a better understanding of 

advertising and in making it a 

dynamic force in contemporary so- 

ciety.” 
Awards were to be given also for 

SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 

THE ARTKRAFT® SIGN CO. 
Corporation 

900 Kibby $1. Lime, U.S.A. | 

the best examples of advertising 

in some 20 classifications, produced 
by local agencies, retailers and 
wholesale organizations. Chairman 

of the awards committee was 

Richard Coe of the Coe Agency. 
More than 500 entries were sub- 
mitted. 

General chairman of the adver- 

‘Royal H. Ray, acting chairman of 
the all-university department of 

advertising was presented by Dean ' advertising, Syracuse University. 

Journalism to Metropolitan Life | Fmerson Reduces Prices 
Insurance Co., the citation calling of TV Sets: Boosts Output 

Emerson Radio & Phonograph 
Corp. last week began m iking a 
big play for the low-price TV mar- 

| ket with the introduction of a new 
12%” table model at $159.50 and a 
16” console at $259.95. The com- 
pany will concentrate on the pro- 

duction of these two models—the 
lowest-priced for comparable re- 
ceivers by a major manufacturer, 
Benjamin Abrams, president of 
Emerson, said in New York. Pro- 
duction of 10” receivers has been 
discontinued. 
Now making 1,800 TV sets daily, 

Emerson will be turning out be- 

tween 4,000 and 5,000 units daily 

by the end of 1950, he said. Mr. 
Abrams expects increasingly keen 

competition pending the lifting of 
the freeze, but not a summer sales 
slump of the magnitude of last 
year’s. 

Go to 20 Shows; Peabody Awards Revealed 
CoL_umBus, O.—Seven of the 20 

first awards made to radio net- 

works in the 14th American Ex- 
hibition of Educational Radio Pro- 
grams, sponsored by the Institute 

for Education by Radio at Ohio 

State University, went to National 
Broadcasting Co. Five firsts went 

to Columbia Broadcasting System, 
five to Canadian Broadcasting 

Corp. and three to Mutual Broad- 

casting System. 

In television judging, NBC and 
CBS each won three first awards. 

s Programs winning the 20 top 
awards were: 

Religious: “Eternal Light,” NBC and Jewish 
Theological Seminary of America; ‘‘Catholic Hour,” 
NBC and National Council of Catholic Men; 
“Family Theater,’ Mutual. 

Agricultural: “RFD America,”” Louis G. Cowan 
Inc. and NBC. 

Cultural: “Pioneers of Music,”” NBC and U. of 
Southern California School of 
Symphony’; “Stage 

“CBS 
“NBC 

Music; 
of '49-'50,"" CBC; 

(7) Ce) Co) (2) Ce) 
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THE MONEY PAID OUT IN PAYROLLS 
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THE BIG-EARNING, FAST-SPENDING WAGE-EARNER MARKET 

No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 

1. In one package, you reach 8,575,000 women... shoppers 
for nearly 30% of all wage-earner families. And 2 out 
of 3 are in “age of acquisition”—30’s or younger. 

THROUGH 

TRUE 
Group 

TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 

2. You reach this market at rock-bottom cost—as little as 

$1.22 per page per thousand! 

3. 90% of magazine ad dollars are spent in magazines which 
are over the heads of this market (research available). 

TSWG speaks their language. 

4, They’re the current active buyers at any given time—they 
shell out $728,000 every month at the newsstands alone 
just for the magazines in the TRUE Story Women’s Group. 

SELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 

Dominion Government; ‘In Search of Ourselves” 
CBC and National Committee for Mental Hygiem. 
“Meet the Press,"’ Mutual. 

Children’s: ‘“‘Let’s Pretend,” CBS; “ 
Clock House,” CBC; “Mind Your Manners,” Nge 
and Allen Ludden and WTIC, Hartford. 

One-time broadcasts: “Eleven Memor 
Mutual and United Nations Radio; 
Nations Project,” NBC and UN Rad 

News analysis and comment: “Edward R. My. 
row and the News,”” CBS; “Howard K. 
from London,” CBS. 

@ Television awards (not classi. 
fied): “Mr. I. Magination,” “Sty. 

dio One” and “Ford Theater” op 
CBS, and “Meet the Press,” “Kuk. 
la, Fran & Ollie” and “Your Show 
of Shows” on NBC. 

PEABODY AWARDS MADE 
FOR RADIO AND TV 
NEw YorK—Station Wwy] 

(NBC), Detroit, and KXLJ (NBC), 
Helena, Mont., received top honors 
in the station category in the 10th 
annual George Foster Peabody 
Radio Awards. They were cited 

for best public service by a re. 
gional station and local station, 
respectively. 

The 1949 winners were an- 
nounced at a luncheon of the 
Radio Executives Club. Presenta- 
tions were made by Edward Weeks, 
editor of Atlantic Monthly and 

chairman of the Peabody advisory 
board. The awards are adminis. 
tered by the Henry W. Grady 

School of Journalism, University 
of Georgia. Selections are made by 
a committee composed of editors, 
critics, educators and publishers, 

@ Other radio winners by cat- 
egory: 

1. News reporting and _inter- 

preting—to Eric Severeid, heard 
Monday through Friday in a co- 
operatively sponsored newscast 

over CBS; to WMAZ (CBS), Ma- 

con, Ga., which “may well serve 

as a model for news” reporting; to 
Erwin Canham and “The Monitor 
Views the News” (ABC), spon- 

sored by the Christian Science 
Monitor. 

2. Entertainment and drama— 
to Jack Benny, for Lucky Strike 
on CBS; and “special unclassified 

citation” to “Greatest Story Ever 
Told” (Goodyear Tire & Rubber 
Co., ABC). 

3. Entertainment in Music— 
WQXR, the New York Times sta- 
tion. 

4. Educational program—“Au-— 
thor Meets the Critics” (ABC), 

sustaining, produced by Martin 

Stone Associates. 

5. Children’s program—to WTIC 
(NBC), Hartford, for “Mind Your 
Manners.” e 

6. Contribution to international 
understanding—NBC’s United Na- 
tions Project. 

s Named in the television com 
petition were: 

1. Entertainment—“Ed Wyn 

Show” (CBS, sponsored first by, 
Speidel Corp., now by R. J. Rey 
nolds Tobacco Co.). 

2. Education—“Crusade in E 

rope” (ABC, sponsored first 
Time Inc., now sold cooper® 
tively). 

3. News reporting—Columbia’ 

coverage of United Nations Gen- 
eral Assembly. | 

4. Children’s program—‘Kukla_ 
Fran & Ollie” (NBC, sponsored by 
Radio Corp. of America, Ford Mo- 
tor Co. and Sealtest). : 

Special citations went to H. T™ 
Webster of the Herald-Tribunt 
Syndicate, for his weekly cartoons — 
“Unseen Audience,” and to tht” 
“United Nations and Americal” 
broadcasters in general, repre” 

sented by the National Associatior 

of Broadcasters, for broadcast con 

tributors to better international un 
derstanding.” Harold Ross and T 
New Yorker also received speci 
commendation for “their success? 
ful Grand Central campaign in be 
half of the rights of the so calle 

‘captive audience.’ ” 

| COMES BACK FAST WHEN YOU SELL TO 

| 



ca] POINT-OF-SALE 

NEW 

HARVESTER 

This banner for International Harvester is outstanding for beautiful lifelike full-color reproduction 

on cloth, in giant size—44” x 120”. CSP specializes in tough display reproduction problems, 

prints or lithographs on paper, cloth, carboard, fiber, weatherproof Stanzall and self-stik Mystik. 
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What holds the bottle 

up? A brand new, ingen- 

ious CSP invention. The 

self-stik MYSTIK Plak 

mounts on any wall sur- 

face. A concealed hook 

holds the bottle. Result: 

an attention-getting 

Something unusual in a 

set-up cardboard dis- 

play: this floor merchan- 

diser provides a com- 

plete work glove depart- 

ment for retailers. This 

hard-selling piece was 

created, designed, pro- 

duced and distributed 

by CSP. 

dimensional display at 

low cost. , 

Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create 
them, produce them, distribute them. Call in your local representative of Chicago Show Printing Com- 
pany or wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book 

now. Chicago Show Printing Co., 2640 N. Kildare, Chicago 39, 
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Ad Research Foundation Reports for ‘49; 

Year Was Record for Number of Surveys 
New YorK—The Advertising 

Research Foundation increased its 
activities in 1949, published more 

reports than in any previous year, 

and conducted the largest survey 

in its 13-year history, its annual 

report disclosed last week. 

The foundation made the first 
audience study of leading maga- 

zines in Canada, prepared a sum- 

mary of 13 transportation adver- 
tising studies, developed plans for 

a magazine research program and 
cooperated with the Advertising 
Council in measuring the effec- 

tiveness of two council campaigns. 
During the past year, the foun- 

dation published more than 50,000 

copies of reports and distributed 

them to advertisers, agencies, me- 

dia executives and educational in- 
stitutions. 

ws It assisted in the establishment 
of the Canadian Advertising Re- 

search Foundation, which was in- 
corporated in August, 1949, as the 
Canadian counterpart of the U. S. 
foundation. 

The foundation considered tech- 
nical, financial and administrative 
problems involved in conducting 

an audience study of magazines in 
the weekly field but has not de- 

cided on a course of action and 
has not approved the making of 

any type of magazine study. 

The first report on the audience 

and readership of a business paper 

was published in April, 1949. Based 

on a 162-page issue of Automotive 
Industries, the study provided in- 
formation about readers of the 
publication and what they had 

read in the issue. 
Arrangements were made to 

make 1950 surveys on at least 
three business publications. 

BRIDGE TO MORE SALES 
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There is, in fact, a ‘bridge’ to more 

sales in the tremendously rich Los Angeles 

market. It is the Herald-Express which 

reaches thousands upon thousands more families 

in the vital City Zone than any other daily. 

This City Zone is truly vital because within it 

reside better than six out of every ten 
families in this great market—it’s the zone 

that accounts for more than 70 per cent 

of the entire market’s total annual retail sales. 

It is as simple as two plus two—advertising 

planned to deliver the greatest Los Angeles 

impact logically belongs in the Herald-Express. 

MHERALD-EXPRESS 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 

advertising Age, May 8, 

Ten daily newspaper reports 
were published in ’49 and approxi. 
mately 23,000 copies of the reports 
were distributed to members of 
cooperating organizations and sub. 
scribers. A total of 116 different 
weekday newspapers had 
surveyed by the end of 1949, the 

foundation reports. 

@ The Continuing Study of Farm 
Publications completed its fifth 
year during *49. Four farm paper 
reports were issued during the 
year, the 12th survey was com- 

pleted and work was started on the 

preparation of summary bulletins. 
More than 15,000 copies of the four} 

reports were distributed. It was 
decided that the first summary 
bulletin would contain an analysis 
of all advertisements in one major 
product category. 

Nearly 100 advertising, agency 
and media executives served with- 
out remuneration on the founda- 

tion’s board and committees, in the 
cooperative effort to advance im- 
partial advertising research. 

s The foundation, a non-profit or- 
ganization engaged in conducting 

impartial research to point the 

way toward more effective adver- 

tising, is sponsored by the Amer- 

ican Association of Advertising 
Agencies and the Association of 
National Advertisers. Its total rev- 
enue for the year was $271,412.50, 

the largest amount for any year 
since its incorporation in 1936, 

Charges totaled $268,223.47. 
During 1949 the foundation 

worked actively with 12 different 

advertising groups: 

ANA, Four A’s, Advertising 
Council, Canadian Advertising Re- 
search Foundation, Association of 
Canadian Advertisers, Canadian 

Association of Advertising Agen- 

cies, Bureau of Advertising of the 
American Newspaper Publishers 

Association, Agricultural Pub. 
lishers Association, National As- 
sociation of Transportation Ad- 
vertising, Associated Business 
Publications, National Industrial 
Advertisers Association, Magazine 
Research Group of Canada. 

Scott Radio, John Meck 
Industries Name LeVally 

John Meck Industries, Plymouth, 
Ind., TV set manufacturer, last 
week appointed LeVally Inc. to 
handle its advertising. Scott Ra- 
dio Laboratories, Chicago, in which” 
Meck recently acquired an impor- 
tant stock interest, also named 
LeVally to direct its account. 
Frank C. Nahser Inc., Chicago, for- 
merly handled Meck advertising, 
and Scott previously placed its ads — 
through the Leo Burnett Co. : 

According to estimates of TV 
set production in 1950 made by 
Television Shares Management Co. 
(AA, March 6), Meck is expected 
to make about 150,000 receivers 
this year, under both its own brand 
name and under other private 
labels. The company recently in- 
troduced a 10” set retailing at 
$99.50. Scott specializes in more 
expensive radio-phonograph com- 
binations and luxury class TV sets. 

Spitz Names Grossfeld 
Samuel Spitz & Sons, Chicago, 

manufacturer of Cricketeer sport 
coats and Bartlett clothes for men, 
Miss Cricketeer suits for women, 
and College Row clothes for boys 
and students, has placed its adver- 
tising with Edw. A. Grossfeld & 
Staff, Chicago. 
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Bie The common belief concerning the origin and development of 

with. modern technical industries lays stress upon the financial ability or manu- 
unda- 

in the facturing skill of the founders. An historical survey of the subject would 

show, however, that most manufacturing businesses were originated and 

a developed by some man whose genius was on the side of the technology and 

onal fundamental science of his industry. Thus, in the early days of the technical 
Lmer- 

ising , industries, the development of new processes and methods was often 

oa dependent upon some one man. 
year 

i936, 

itio 

erent \ Vth the increasing complexity of industry, however, the amount 

a of technical and scientific information needed has increased. The work of 

wt investigation and development, formerly performed by an individual, has 

t the been delegated to special departments of the organization; principal among 
h 
Pub. P these is the modern industrial research laboratory. 
at 

iness 

strial 

7. ‘Teas to a decisive extent, industrial research not only controls the 

relative growth of individual industries but has actually been a great factor 

vt in the relative development of national economies. A notable and obvious 
last 

demonstration of this thesis is the new preéminence of our chemical indus- 

a tries. Before World War I, England had yielded first place to Germany’s 
med 
Quint research initiative in the organic chemical field. In 1918, however, the 

ing. American chemical industry began to apply scientific research on a large 

™i scale. By the outbreak of World War II the chemical industry of the U. S. 

rail had displaced German leadership of the chemical world except possibly in 

and i the production of dyes. Today, of course, it stands unchallenged in all fields 
va 

be of production. 
nore 

om- 

sets. 

nen, 

it C. E. K. Mees is vice president in charge 

of research of the Eastman Kodak Co 

This series of advertisements is published in the interest of a wider understanding of the role of sci: SCIENTIFIC 

ence in industry by the only U. S. magazine which covers all of the sciences. Reprints upon request: AMERICAN = 24 West 40th Street, New York 18, N. Y. 
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Educators Must 

Improve Radio, 

Hennock Asserts 
Co_LumBus—As long as the ob- 

jectives of American broadcasting 

are commercial, “it isn’t going very 

far to make radio a creative force 

in our society.” 

That’s what Frieda B. Hennock of 
the Federal Communications Com- 

mission told the 20th Institute for 

Education by Radio, while H. V. 
Kaltenborn, dean of radio com- 

mentators, predicted that television 

will never completely replace au- 

dio broadcasting. effectively prepare and assist our | “Your primary concern and mine 
The FCC’s only female com-' people to assume the responsibili- is programming, and it’s far from 

missioner and the news analyst 

topped a galaxy of radio and tele- 

vision experts and educators who 
appeared on the Ohio State Uni- 
versity-sponsored programs here 
May 4 to 7. 

a “We have to get some people 
in broadcasting who are interested 
in benefiting the public and we 

have to get the public interested 
in benefiting itself,” Miss Hennock 

said. 
“A good portion of American 

programming must be designed to 

help the public, not merely to per- 

petuate its limitations,” she went 
on. “We need programs which will 

emphasize our great cultural heri- 

tage; we need programs which will 

ties of citizenship in a great dem- 
ocracy.” 

The way to do it, she said, is 
to have non-commercial interests 
become an integral part of radio 
and television. “And it is on edu- 
cators that I lay the principal 
burden for doing this,” she added. 
“Every school should have classes 
in radio production, and criticism 

.».Mmust become a partner with 
its local commercial broadcasters, 
criticising their programs and pro- 

viding them with programs which 

are in the public interest.” 

w Earlier she told the institute 

there is “no cure for what ails 

American broadcasting ...and the 
FCC is not the doctor—it’s you.” 

satisfactory,” she said. “Instead of 

programs designed to develop an 
enlightened public opinion or to 
aid in the cultural development of 
our people, we get for the most 

part programs molded in the fires 
of business competition, whose 

salutary effects are merely in- 
cidental. 

“Horror. and crime programs for 
children, soap operas for adults 
—there is no need to go through 
the whole list. And many of you 
wonder, why doesn’t the FCC do 
something about it?” 

Miss Hennock said the FCC has 
tried to retain in the station li- 
censee the responsibility for the 
operation of the station in the 
public interest, “for it is the li- 

DRAWS LISTENERS.And 
listeners draw, too! When 
the popular WGAR-pro- 
duced Fairytale Theatre 
asked school children for 
their sketches of the stories 
presented, over 800 draw- 
ings were received! Miss 
Mullin, producer of this 
prize-winning children 
show, selects some of the 
rints to be placed on ex- 
ibition at the Cleveland 

Public Library. Listeners 
respond to WGAR! 

PUBLICITY. WGAR’s top- 
notch publicity director, Manny 
Eisner, keeps Northern Ohio 
listeners informed about what's 
going on at WGAR. He creates 
publicity ideas and keeps in 
close touch with the trade press 
and news sources. His constant 
stream of stories about WGAR 
programs and personalities is 
an extra service to WGAR 
sponsors. And publicity is an- 
other one of WGAR’s many 
effective promotional activities. 

the SPOT 

NOW AVAILABLE... 
the Polka Party in Cleve- 
land...the Polka Town! 
Polka Party features live 
olka bands well- 

Advertising Age, May 8, 1989 

censee over whom the commis. 
sion has jurisdiction and only 

through the licensee can our regy- 
lation be made effective.” 

s She said the FCC has tried to 
maintain competition in broad. 

casting because the “forces of com. 

petition keep broadcasting dy. 
namic.” 

“Broadcasting is essentially a 
medium of free speech,” she went 
on. “It must be used to present 

to the public information on alj 
matters in which that public is 
vitally interested.” 

She advised educators to get into 

TV now and “you may prevent its 

assuming the same character ag 
our aural broadcasting.” 

Kaltenborn outlined his views 

on the future of commercial and 

educational broadcasting at the 

closing dinner session. 

“Radio is here to stay,” he said, 
“Not only must it continue to sup- 
port television but there are cer- 

tain areas in which it can never be 

replaced.” He referred to news re 
porting, music, overseas trans- 

missions and broadcasting “for 

countless millions who can hear 

when and where they cannot see.” 

s Radio news reports will always 
be faster and more complete than 

television reports, he said. The 
educator should not expect too 
much of commercial television as 

an educational medium, he warned. 
“There will soon be so many 

television stations that profits will 

be small except for the biggest and 

best. All of which means that the 

educators will have less chance 
in television than they had in 

radio. 

“Nothing more than good talk 

can hold a radio audience, but it 
takes a low neckline, a shapely 
chorus, or a circus act to make 

them keep on looking,” Kalten- 
born said. 

The decrease in educational sta- 
tion licenses from 202 in 1935 to 
the present 34 can be attributed, 
he said, to “insufficient funds, 
lack of public interest, lack of 
imagination, lack of faculty sup- 

Whirlpool Names Davidson 
Dryer Promotion Manager 

Donald H. Davidson has been 
appointed to the newly created 

position of sales 
promotion man- 
ager of the Whirl- 

sion of Nineteen 
Hundred Corp., 
St. Joseph, Mich. 
Nineteen Hun- 
dred is changing 

pool Corp., ef- 
fective July 1. 

Mr. 
formerly handled 
major accounts 

for Forster Distributing Co. Before 
that he was midwest regional sales 
manager of Hamilton Mfg. Co. 

D. H. Davidson 

Drug Firm Names Spencer 
Winthrop-Stearns Inc., New 

York, a subsidiary of Sterling Drug 
Inc., has promoted F.O.S. Spencer, 
formerly a special hospital repre- 
sentative, to manager of the retail 
sales division. 

TOP SALESMAN 

Davidson 

pool Cryer divi- ~ 

its name to Whirl- © 

nown in this area. Re- 
sponse to the first 
WGAR- produced live 

Ika show was terrific! 
equests poured in from 

ten states! If you want 
results, consider Polka 

A WGAR SPONSOR. Mr. A. L. 
Petrie is manager of the new ultra- 
modern store for Bond Clothes in 
Cleveland. He is a member of the 
Cleveland Chamber of Commerce 
and the Optimist’s Club, and has 

in the DAKOTAS 
The MOST Effective 

ADVERTISING, MERCHANDISING 2 been with Bond Clothes for twenty Party. Ask about it. 
years. Bond Clothes is a WGAR and EDITORIAL INFLUENCE 
advertiser. in the DAKOTAS! 

RADIO... America’s Greatest Advertising Medium 
WGAR...50,000 watts...CBS Represented Nationally by Edward Petry & Company 

[JAKoTA FARMER 
ABERDEEN, SOUTH DAKOTA 
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| 

\ 

5 

>... 

Ey 



THE COMICS MAGAZINES BOUGHT EACH MONTH LAID END TO END 
WOULD REACH 1/25 THE SPACE FROM THE EARTH TO THE MOON 

There are two ways to measure the circulation of 

Comics Magazines — by numbers and by markets. 

The number bought each month is staggering. But 

even more important to advertisers is the wide market 

coverage of Comics Magazines. 

Here are some quick facts for fast reading — from 

Starch study made for Fawcett Comics Group. 

Fact 1: Comics Magazines are read in 26% of all urban 

families with no children. 

Fact 2 Comics Magazines are read in 54% of all urban 
families with children under 6 years of age. 

Fact 3: Comics Magazines are read in 93% of. all urban 

families with children between 6 and 18 years. 

Fact $: Comics Magazines are read in 55% of all urban 

families. 

Fawcett Comics Group consists of the following titles: 

CAPTAIN MARVEL ADVENTURES 

CAPTAIN MARVEL, JR. 

WHIZ COMICS 

WESTERN HERO 

BILL BOYD WESTERN 

And here’s the clincher if you still need one... Ads in 

the Comics Magazines get greater attention by far than 

in other types of magazines. 

100% 

bos, 

60s, { 

SW 
2% | Starch Advertising 

Readership Report 

NOTED SEEN & ASSOCIATED READ MOST 

For penetrating coverage...for intensive advertising 

readership...for low advertising cost...BUY COMICS 

MAGAZINES. 

ROCKY LANE WESTERN 

TOM MIX WESTERN 

THE MARVEL FAMILY 

HOPALONG CASSIDY 

NYOKA 

GABBY HAYES WESTERN 

LASH LARUE WESTERN 

FAWCETT COMICS GROUP 
San Francisco 

67 WEST 44TH STREET * NEW YORK 18, N.Y. 
Los Angeles Detroit 
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Alice Clements Directs Agency 
Alice V. Clements has succeeded 

her husband, the late I. W. Clem- 
ents, as president of the Clements 
Co., Philadelphia. Mrs. Clements 
had been co-head of the agency 
since she and her husband founded 
it in 1932. In addition to her ad- 
ministrative duties, Mrs. Clements 
will head the agency’s radio and 
television department. Robert H. 
Smith and Stanley F. Squire have 
been elected vice-presidents. 

Joins Pedlar & Ryan 
Alice M. Weishampel, cosmetic 

and fashion copy consultant, has 
joined Pedlar & Ryan, New York 
agency. 

SIMPSON-REILLY, LTD. 
Publishers Representatives 

SINCE 1926 

LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
SEATTLE NEW WORLD LIFE BLDG. 

Alsco Uses ‘Class’ 

Testimonials for 

Storm Window Drive 
Axron—Alsco Inc. will attempt 

to establish brand consciousness for 

its storm windows with a consumer 

advertising campaign featuring 

endorsements from well-known 
people. Seven newspaper ads, to- 

taling 8,000 lines, will be run con- 

tinuously in spot markets during 
the storm window season. 

The company explained that 
newspapers, rather than national 

publications, were chosen because 

Alsco’s market is concentrated in 
25 key points which could be 

blanketed best with dailies. 
Supplementing the newspaper 

campaign will be one-minute ra- 

dio spots recorded by the same 

well-known people—Elliot Roose- 
velt, Tex and Jinx McCrary, Guy 

Lombardo, Maureen O’Sullivan, 
Joan Blondell, Gladys Swarthout 
and Ray Milland. Dealer window 
displays also will be used to help 
build brand consciousness. 

ms To secure sales leads, each ad 
will carry an “additional informa- 
tion” coupon, while return post- 
cards, door hangers, brochures, etc., 
also will be used by salesmen to 

secure leads. 
Salesmen will be given a “pitch 

book” on a self-contained easel, 
plus recordings of the seven testi- 
monial radio spots to be played in 
prospects’ homes. The sales slogan 
will be “Alsco, Window of the 
Stars!” 
Dubin Advertising Inc., 

burgh, handles the account. 
Pitts- 

Broyles Agency Gets Wolfe 
Ed Wolfe has joined the Galen 

E. Broyles Co., Denver agency, 
as copywriter in charge of research. 

Art Directors Elect Glauser 
Fred Glauser, of Honig-Cooper 

Co., San Francisco, has been 
elected president of the Art Direc- 
tors Club of San Francisco. Other 
officers are: Will Pearce, Botsford, 
Constantine & Gardner, Ist vice- 
president; James Ruttencutter, 
Wank & Wank, 2nd vice-president; 
Walter T. Ware, Foster & Kleiser, 
treasurer, and Fred Cole, Foote, 
Cone & Belding, secretary. 

Bacharach Joins Reach 
James S. Bacharach, formerly 

on the copy staff of Ruthrauff & 
Ryan, New York, has joined the 
copy department of Chas. Dallas 
Reach & Co., New York and New- 
ark. 

New Account to Gray & Co. 
Gray & Co., Denver agency, will 

handle promotion of Frost ’N Serve 
cake for American Lady Bakers, 
Denver. Media include weekly ads 
in newspapers throughout the 
Southwest. 

Seller 

DISPLAY BINDER WITH THE 

BUILT-IN EASEL 

“Sight-Seller” can sit up and 
take orders, or lie as flat as this 

! It’s a Remington 

Rand Ring-Slide binder that 
opens easily, stays open. 

Here’s “Sight-Seller’, the simple, economical way to put your 
ideas into presentation form. It makes page changing easy... 
lets you interleave printed matter with illustrations .. . all pro- 
tected by strong acetate envelopes. 

There's no punching, no trimming. Full 11 x 8% pages slip 
into place easily. And the easel pops right up at the flip of a 
finger. No set-up time, no snaps or fold-overs. 

Too, “Sight-Seller” can be used to provide a safe, convenient 
place for permanent records, reports and analyses. Standard 
holes with one-inch ring spacing let you assemble sheets of an § tet) y 
size or weight at will. 

If your need is for a high-quality, low cost binder to do the 
important job of presenting your product or services to your 
clients...in the best way possible...you will want to see 
“Sight-Seller’. 

Just write to Management Controls Library, Room 1170A, 
315 Fourth Ave., New York 10, N. Y. Ask for “Sales at First 
Sight,” Folder LL-191. ING! 

Copyright 1950 by Remington Rand Inc. 

Clear acetate envelopes protect 

your display material with clear- 
ance to insert full-size 11x8% 

pages WITHOUT PUNCH- 
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Look Out For Mail 

Order Houses and 

Chains, Lowy Warns 
New YorK—The 500 presidents 

and merchandise managers of de. 

partment stores who showed up at 

Formfit Co.’s clinic here got a 

sharp warning to look out for 

mail order houses and chain stores, 
Walter Lowy, Formfit’s vice. 

president, who in 1948 won an 
American Marketing Association 
award for his contribution to re. 
tailing, told the retailers that in 
1949, sales volume of all retailers 
declined. However, compared to its 
1946 sales, the sales of a major mail 
order chain increased 630% more 
than all the independent stores 
combined. 

He warned that, while indepen- 
dent stores have maintained a 
small increase over 1946, their 
number of transactions has steadily 
decreased—and the danger lies in 

the reduction of the number of 
customers served, presaging a loss 
of business to other channels of re- 
tail trade. 

A similar story obtained in prof- 
its. Net for both chains and inde- 

pendents dropped in 1949, but 
chain profits in 1948 were up 172% 

over 1945, while department store 
profits in 1948 were 18% below 
1945, 

a Mr. Lowy also had sharp criti- 
cism for retailer advertising: 

1. Retailers waste advertising 
dollars on promoting average-type 
figures, which represent only 34% 
of the market, but get 90% of ad- 
vertising expenditure. 

2. Stores spend too much on pro- 

motion of new and untried lines 
—‘the most costly kind of mer- 
chandise to promote.” 

3. Retailers who accept “sub- 
sidies” in the form of “exorbitant 
advertising allowances” are frit- 
tering away their independence. 

4. Retailers who get paid for de- 

partment layout, window displays, 

display fixtures, and “bribes” to 
sales people for pushing unknown 
brands are not fulfilling their 

duties to the market. 

a Mr. Lowy cited a store which 
placed 52% of its bra advertising 
on a brand so unimportant it ac- © 
counted for only 5% of sales, and 
the store spent 63% of all other ad- 
vertising on the products of three 
manufacturers, which all together 
accounted for only 7.7% of de- 
partment sales. 

“Seventy per cent of all this 
misplaced, misdirected advertis- 
ing,” he snapped, “was paid for en- 
tirely by manufacturers.” 

CBS Buys Film Shorts for TV 
Columbia Broadcasting System i 

has been granted exclusive U. S. 
syndicate rights to the “Strange 
Adventure” series, 52 film shorts 
originally shown by Procter *& 
Gamble on the “Fireside Theater” 
show. Television Enterprises, Hol- 
lywood, producer of the films, en- 
tered into the agreement with CBS 
on a profit-sharing basis. CBS is 
offering the films to stations and 
agencies for second-run program- 
ming. 

ZIV Promotes Freeman; 

Moves NY Offices 

Sidney Freeman, a salesman with 
Frederic W. Ziv Co.,. Cincinnati, 
since 1938, has been named district 
manager of the north central divi- 
sion of the company with head- 
quarters in Cleveland. 

Ziv has moved its New York 
offices to 488 Madison Ave. The 
transcribed production company 
will continue to maintain studios 
at 630 9th Ave. 

Berger Forms Own Company 
Robert H. Berger, formerly Pa- 

cific Coast advertising manager of 
Hillman Periodicals, has resigned © 
to form the Robert H. Berger Co., 
publishers’ representative, with of- 
fices in New York. 
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800,000 CONSIDER THESE FACTS—THEN DECIDE 
WHAT ROLE ESQUIRE SHOULD PLAY IN 

YOUR ADVERTISING PROGRAM. 
UP! UP! UP! 
Highest net paid 

A.B.C. circulation in 
Esquire history 

750,000 

FACT 1: Esquire circulation for the first three 
700,000 months of 1950 averaged 802,000—the largest 

of any quarter in Esquire’s history! 

FACT 2: Esquire newsstand sales for the 
first three months of 1950 averaged 421,000 

— evidence of continued gains and vitality 

for the largest selling 50¢ magazine on the 

newsstands today! 

650,000 

600,000 

FACT 3: Month after month for 22 consecu- 
tive issues, Esquire’s circulation has exceeded 

UP! UP! UP! that of the corresponding month in the year 
Still further gains preceding. 
in newsstand sales 

FACT 4: Each copy of Esquire is read by 
over 10 real, live readers, the largest number 

of readers-per-copy of any national magazine. 

FACT 5: With rates based on a 650,000 guar- 
antee, Esquire is consistently delivering a cir- 

culation bonus in excess of 100,000 per issue. 

FACT 6: No advertising sells like advertising 
in the service magazines, and... 

© Esq., Inc. 1948 1949 1950 
Ist quarter ‘Ist quarter Ist quarter 
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The Colonel and His Talents 
Elliott W. Springs, president of Springs Cotton Mills, undoubtedly 

has a number of talents. He has a fine freedom from inhibitions and 

a decided flair for the use of words. But his talent flowers into posi- 

tive genius in his ability to develop the double entendre to heights 

seldom before reached. 

These talents of the colonel fill us with admiration, and a very 

earnest hope: The hope that sometime—and in the not too distant 

future—he will take them off somewhere and leave the advertising 

business alone. 

It can scarcely be maintained that Col. Springs is the first to 

have discovered that beds are sometimes used for purposes other 

than sleep, but he undoubtedly deserves an appropriate halo for being 

the first to make a bed sheet an article of sex; and certainly all lovers 

of antiquity must applaud his efforts to re-popularize the ancient 

custom of bundling. 

The intangible factor of good taste has been the subject of con- 

siderable thought and speech in the advertising business in recent 

times. There have been serious discussions of the problem involved, 

and of the consequences for all of advertising. Perhaps, instead of 

general discussions of this character, there ought to be a Committee 

for the Reorientation of Col. Elliott Springs, for certainly, in the 

advertising business, he has managed to stretch good taste to the 

ultimate limit. 

Perhaps, after all, that is the only effective way to deal with viola- 

tions of good taste: To pick one specific violation and attack it, and 

then go on to the next, instead of muttering pious generalities which 

have no practical effect on any specific case. \ 

Col. Springs and his admirers have argued that his advertising is 

humorous and not offensive, and that the attention it has received 

and the numerous friendly letters it pulls are proof of these conten- 

tions. We don’t agree, and we know any number of “old fogies” like 

ourselves who don’t like having their children exposed to the colonel’s 

particular preoccupation. 

We believe that it would be a good thing for advertising if the 

colonel took his talents elsewhere; and we’d like to see advertising 

media help the move along. 

The ‘Audience’ Pot Keeps on Boiling 
Release by Life of a cumulative audience study made for the pub- 

lication by Alfred Politz is sure to stir additional interest and con- 

troversy over a subject which has already stirred the advertising 

business as have few others in the past 20 years. 

There will, of course, be those who will deplore the study, those 

who will see in it a threat to audited circulation, those who will 

question the results and the methods used in getting those results. 

This is te be expected and indeed to be welcomed. No new techniques 

ought to be accepted without serious and painstaking investigation 

and criticism. 

Coupled with the suggested statement of Association of National 

Advertisers’ policy advanced by Tom Young of U. S. Rubber Co., 

however, the new Life study demonstrates again the continuing in- 

terest in audience figures, and the fact that this type of media re- 

search cannot be brushed lightly aside. 

Advertisers, agencies and to a considerable extent media, are in- 

terested in researches of this character. The danger lies in the fact 

that such research is going off in many different directions, under 

many different auspices, and is consequently costing more and creat- 

ing more confusion than ought to be the case. 

If audience research is to be pursued, it will be good for every one 

if it quickly becomes reasonably standardized, both as to techniques 

and as to methods, 

Lichty, Chicago Sun-Times 
“Everybody was late getting started this morning. | haven't done a thing—haven’t 

even turned on the radio for the serials.” 

What They're Saying 

Pork and Advertising 

Uncle Sam would be buying 
huge quantities of pork in In- 

dianapolis and other big packing 

centers if it was not for the power 

of advertising. 

Last fall it was known more hogs 

would come to market than could 

be normally consumed. If that hap- 

pened, the federal government, 

under the price support program, 

would b_ required to buy the sur- 

plus... 

‘To avoid it the meat packers, 

farm organizations and retailers 

of meat joined forces to conduct an 

intensive advertising campaign to 

induce the housewife to buy more 
pork. Up to now she has responded. 

The avalanche of hogs from the 

farm has gone on the tables of 

consumers rather than into stor- 

ages rented by the government. 

In the prewar period ham, bacon 

and other pork was consumed at 

the rate of 56 pounds a year for 
each person. Last year, after the 

advertising campaign got under 

way, consumption shot up to 70 

pounds. So far this year consump- 

tion is up to the unbelievable to- 

tal of 82 pounds on a full-year 

basis. 

Like cooperation of marketing 

forces and producers could have 

wiped out the egg surplus. It 

would have taken only a few more 

eggs on breakfast tables during 

the year and some additional cakes 

to eliminate the waste of millions 

of dollars worth of eggs. 
—Maurice Early, in “The Day in 
Indiana” column, Indianapolis Star. 

Bigness Isn't Badness 

There is abroad today a wide and 

frequently intense but completely 

unjustified feeling that big com- 

panies do not operate in the public 

interest. 

But let me remind you of two 

things: first, out of the small and 

medium sized businesses of today 

will come the big businesses of to- 

morrow; second, the small and 
medium sized businesses could no 

more exist without the big busi- 

nesses than the big ones could ex- 

ist without the small and medium 

sized ones... 

And let me remind you further 

that if big businesses are throttled 

today on the pretext that they op- 

erate against the public interest, it 

will be only a brief interval before 

that tomorrow will arrive when 

medium and small businesses will 

be throttled in the same way and 

for the same reasons. 
—Harold Brayman, Director of Public 
Relations, E. I. DuPont de Nemours 
& Co., to the Greater Weeklies 
Associates. 

Only One Thing to Fear 

I do not fear Communism be- 

cause every passing day proves its 

utter failure... 

I do not fear Fascism because 
it has killed the three great nations 

which adopted it... 

I do not fear outright Socialism 
because, in Europe today, Social- 

ism itself is living on the dole, 

and America is the only country on 

earth that is able to foot the bill 

But when somebody in Wash- 

ington starts telling me how much 

he loves the free enterprise system 

and how he proposes to save it 

from itself, I shake in my very 

shoes. I wonder why it is that these 

self-appointed saviours of our na- 

tional welfare always seem to miss 

the point—the one magnificent les- 

son that should be apparent to any- 

one who looks about him at the 
world today. 

The point is that our American 

system of free competitive enter- 

prise is the only one left in the 

world that is not controlled by 

power-hungry politicians; and 

whether you call it the Square 

Deal, the Fair Deal, the New Deal 

or just plain Federal Regulation, 

the fact remains that once the dead 

hand of politics gets its convulsive 

grip on American business and in- 

dustry, free competition will be 

strangled, and our economic sys- 

tem will be no different—and no 

more successful—than those noble 
experiments which are crumbling 

into dust in Europe. 
—Benjamin F. Fairless, President, 

United States Steel Corp., in talk to 

Baltimore Association of Commerce, 
April 21, 1950. 
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Rough Proofs 

The famous slogan, “Never up. 

derestimate the power of a wom. 
an,” has been made into a song 
It will undoubtedly become very 
popular, especially with the ladies 

° 

Psychologists say women like 

to be dominated, but this attrac. 

tive theory has blown up in the 
face of many a smug and com. 
placent male animal. 

Mr. Sindlinger’s adventures with 

Radox give the impression that 

even Wall Street might be a better 

place to make a killing than the 
advertising research business. 

“Donaldson will accept 25% hike 

on second class,” the headline says, 

but he wants three more similar 
raises at annual intervals. 

Congressmen have already 
agreed to these increases on frank- 

ed mail. 

“The catalog,” says Institutions, 

“is not only necessary when your 

salesman is present, but is much 
more necessary when your sales- 
man is absent.” 

In selling, absence doesn’t al- 

ways make the heart grow fonder. 

In October Shears, which has 

struggled along with its present 

title for 59 years, will award a 

prize to the reader who has se- 

lected a shiny new name with 

which to cut off the old one. > 

Now they’re canning live lob- 
sters in a special kind of gunk that 

keeps them frisky for ten days, 

and when the can is opened, its in- 

habitants can be depended on to 

come out fighting. 

The Lone Ranger’s declining ra- 

dio rating may be due to the fact 

that with Hopalong Cassidy play- 

ing the circus circuit, Topper is 
winning the popularity race with 

Silver. 
e * 

It’s a good thing the identity of 

the Creative Man is shrouded ins 

anonymity, otherwise some of his 

more vociferous critics might be 

tempted to organize a necktie 

party. 

Seasoned by war-time exper- 

ience, Chrysler dealers have learn- 

ed how to keep going by selling 

used cars during the current un- 

pleasantness between the factory 
and the UAW. 

Milton Berle may not be the 

greatest comedian on the air, bul 

after his terrific marathon job fo 

the cancer fund, he has to be 
handed the laurels as the hardest 

working. 

“I want compensation, opportu- 
nity—not a title,” says a classified 

advertiser. 

He may have heard of companies 
which distribute vice-presidencies 

as a means of appeasing the de 

mand for more dough. 

After his successful appearan 
on TV, Tommy Henrich, the Yan- 

kee first baseman, will now b 

known as the sweet singer of ba 

ber shop harmonies. 
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MARKETERS OF PETROLEUM PRODUCTS 

1717 NORTH 54TH STREET. PHILADELPHIA 31, PA. 

GREENWOOD 3-1500 

April 11, 1950 

Mr. Armin J. Richter 
, Automotive Advertising Dept. 
4% Philadelphia Inquirer 
| Philadelphia 1, Pa. 

» Dear Mr. Richter: 

lob- We were very gratified, indeed, with our first 
that attempt at color advertiging. The two color Kirschner 
lays, Brothers Calgo announcement which appeared on April 6th, 
hey produced such remarkable results, that I wanted you and 
aie: your associates to know about it. 

Although you will admit that that copy in the ad- 
Ta- vertisement such as the “free offer was a very strong 

fact contributing factor, we feel that the dramatic impact 
lay- of color was to a great extent responsible for the fact 
r is ° that the Kirechner Brothers' stations more than tripled 
with the volume of business over our best volume, before 

taking on Calso. 

y of Very truly youre, 

his | KYRSCHNER 
t be 
tie 

4 SADORE L. RSCHNER 

per- 41k/ef 

CALSO 
SUPREME 

bar Exclusive Advertising Representatives: 

TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 

West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 

Now-—for the first time in Phila- 

delphia—advertisers can buy 2-, 3- 

and 4-color space in a daily, run of 

paper. Reproduction is brilliantly 

clear. And sales results are spectac- 

ular thanks to the added impact of 

color in Philadelphia’s Most Pro- 

DUCTIVE NEWSPAPER. Write or wire 

for details. 

Philadelphia 

THE EXTRA IMPACT ACT 
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WCCO Issues Third 

Brochure Boosting 

KSTT to Operate Full Time Joins Fashion Advertising 
Station KSTT, Davenport, Ia.,} Barbara Kling, formerly of the 

will begin fulltime operation July | Pepsi-Cola Co. public relations de- 
1. KSTT, an affiliate of the Mutual! partment, has been named _publi- 

i Broadcasting System, will broad-|city director of Fashion Advertis- 
cast at 1,000 watts on 1170 ke. ing Co., New York. 

The Zlks market 
for LUGGAGE 
Of the 928,010* readers of THE ELKS 

MAGAZINE, 56.2% indulge in one 

or more pleasure trips a year. 31.8% 

take five or more vacation tours. Busi- 

ness accounts for a great deal of the 

Elk’s travel time. One to 19 business 

trips are made annually by 46.1% 

of the Elks, while 20 to 52 trips are 

taken by 13.1%. Lots of travel de- 

mands lots of luggage. 

*A4 substantial bonus over guaranteed 

850,000, on which current rates are based. 

YOU'LL SELL IT, IF YOU TELL IT IN 

Use of Summer Time 
MINNEAPOLIS—Pleased with the 

results of two previous campaigns 
promoting the sale of summer ra- 
dio time, Station WCCO has is- 
sued a new brochure, “Send Your 
Sales up with the Temperature.” 

In both 1948 and 1949, the sta- 
tion developed detailed sales pro- 
motion material showing why sum-- 

mer time purchases are profitable 
for advertisers. 

The new brochure contains a 
list of the accounts which were 
persuaded to use the station on a 
52-week basis, and some data on 
the results which they achieved 
during the summer months. A 
candy company, for example, 
pulled 24,586 contest entries in 
May and June—and each entry 

was accompanied by a candy bar 
wrapper. 

Broadcast Measurement Bureau 
coverage maps, for WCCO and 
other stations in the area, also are 

included in the presentation. 

Junior Women’s Adclub Elects 
Dorothy Johnson, Whitaker & 

Baxter public relations, has been 
elected president of the Junior 
Women’s Advertising Club of Chi- 
cago, and auxiliary of the Women’s 
Advertising Club of Chicago. Other 
officers elected were Leatrice 
Braun, J. Walter Thompson Co., 
vice-president; Patricia Rigg, 
Young & Rubicam, recording secre- 
tary; and Beverly Smith, Leo Bur- 
nett Co., corresponding secretary. 

Hickey Now Sales Manager 
W. Ross Hickey has been ap- 

pointed sales manager of Crosse 
& Blackwell Canadian Co., Tren- 
ton, Ont., maker of canned goods. 
In the past, Mr. Hickey has been 
associated with Kellogg Co. of Ca- 
nada and Fine Foods of Canada, 
Ltd 

Study No. 11 of the Continuing Study of Readership of Farm Publications was made on the May 7, 1949 
issue of Prairie Farmer by the Advertising Research Foundation. 

& 

MORE THAN 6 OUT OF 10 PRAIRIE FARMER 
FAMILIES OWN THEIR OWN PLACES 

PROVED BY 

“CONTINUING STUDY OF 
FARM PUBLICATIONS” 
Farm owners! Home owners! That’s 

buying power. 95% of our farm fam- 
ily subscribers raise corn, 83% have 

dairy cattle, 75% have hogs. And 92% 
raise chickens. That’s not only buying 
power—it’s ready money—year ‘round 
money. READERSHIP BY MEN WOMEN BOTH 

And do they read Prairie Farmer? HEN t I 

They read it from cover to cover—just 7, 

see the chart. Both men and women. 
Read the same editorial material, the i cy a 

same ads. Proves what we've always 
said—and what our advertisers have 

always known. READERSHIP BY MEN (] WOMEN BOTH @ 

Tie in with 

WLS 
The Voice of 
Agriculture 

RAIRIE WARMER 
1230 W. WASHINGTON BLVD., CHICAGO 7, ILL. 

Al Bergren, San Francisco free-lance artist, has a predilection for 
oysters, and why not? About ten years ago, in New York’s Greenwich 
Village, when he ordered a dozen on the half-shell he found five 
pearls, two of them black. Not long ago he sat down to a dozen in q 
spot at Fisherman’s Wharf in S. F. When he opened the 11th shell, he 
found no regular pearl, but the foot of a bird, apparently lopped off by 
the oyster, and already surrounded by the pearl formation. Al has 
taken it to a jeweler to have the unique find made into a pin for his 
wife, Ellen. . . 

Carl Coash, of McGraw-Hill Publishing Co., chairman of the Chi- 
cago Dotted Line Club’s golf committee, has sent out notices for the 
annual advertising agency invitation golf outing, set for June 9 at 
Rolling Green Country Club. . . The usual New York entertainment 
procedure was reversed when Carl P. Slane, publisher of the Peoria 
Journal, was in the city for the convention of the American Newspaper 
Publishers Association. He presented tickets for “South Pacific” to 
New Yorker Lee Ward, of Ward-Griffith Co., representative of the 
Journal. . . 
John R. Sheehan, associate radio and TV director at Cunningham & 

Walsh, New York, has made 13 his lucky number, since a baby daughter, 
named Teresa, arrived on April 13. John Jr. joined the Sheehan family 
Dec. 13, 1946. . . Another newcomer in New York is the 8-lb, 1-0z, 
daughter of Fred Thrower, ABC’s v.p. in charge of sales, who arrived 
April 23... 

BUSINESS WITH PLEASURE—Executives of the Chesapeake & Ohio Railroad had an 
opportunity to tune up for the golfing season during the C&O’s recent “Work & 
Play” meeting at the Greenbrier, White Sulphur Springs, W. Va. From left to right: 
Joe D. Singer, assistant to the advertising manager; Walter S. Jackson, advertising 
manager; R. P. Van Voorst, district passenger agent in Cleveland; and Walter |. 

Knox, district passenger agent for Columbus, O. 

Two agency presidents, Jack D. Tarcher (J. D. Tarcher & Co.) and 

Sidney Garfield (Hirschon-Garfield) are directing the advertising and 
publishing division of the United Jewish Appeal’s 1950 fund ‘drive in 
New York. . . Frederick C. Miller, president of Miller Brewing Co., has 
been named “Notre Dame Man of the Year” by the University of Notre 
Dame Club of Milwaukee. He was cited for “contributions to the civic 
and industrial welfare of Milwaukee” and for heading the Notre Dame 
Foundation in the area... 
Another civic-minded Milwaukeean is Joseph A. Deglman, general 

merchandise manager of the Boston Store, who is slated to receive the 

monthly civic service award of the Milwaukee Eagles on May 16. His 
activities include membership on the boards of the Red Cross and 
Visiting Nurses Association and the executive committees of the Ameri- 
can Cancer Society and Downtown Association; chairmanship of the 
retail committee of the Association of Commerce; and, when he has a © 
little extra time on his hands, he serves as alternate director of the 
Greater Milwaukee committee. . . 

Franklin P. Jones, publicity director of Gray & Rogers, Philadelphia, 
has sold his 50th “Put It This Way” feature to The Saturday Evening 
Post. . . Assistant Manager R. Main Morris, of KLZ, Denver, has been © 

named general radio publicity chairman for the Women’s Open Golf 
Championship, starting at Denver’s Cherry Hills Country Club, June 
19. Denver radio men working with him include Sheldon Peterson, 
KLZ; Bill Day, KOA; Jack Fitzpatrick, KFEL; Jack Helling, KTLN; 
Dick Leonard, KMYR; and Vince Corbett, KVOD. . . 

Edith Becker, librarian at Ted Bates & Co., has been elected chairman 
of the advertising group of the New York Special Libraries Association. 
Margaret Lynch, of Kudner Agency, has been elected vice-chairman. . . 

Publisher John J. Johnson, of Ebony, the Negro picture magazine, and 
Ben Burns, executive editor, sailed May 4 on the Caronia for a two- 
month tour of England, France, Germany, Italy and Spain to arrange for 
some articles for the magazine. In Paris they will visit Richard 
Wright (author of “Native Son”), who is European correspondent for 
Ebony. . . 

Lee Larsen, president of National Advertising Co., Waukesha, Wis, — 
who suffered a heart attack April 1, is reported to be in no danger. © 
He’s recuperating at his home in Waukesha. . . Raymond K. Strit- 
zinger, president of Continental Baking Co., was honored as an out- 3 
standing alumnus of Lehigh University at the annual “L-in-Life” dinner — 
of the Lehigh Club of New York April 26... . 

Bruce Rogers, free-lance designer and typographer, will be awarded 
the first “Aldus” statue to be given by the Limited Editions Club of 
New York at a dinner May 11 for “distinguished service to the world 
of books on the occasion of his 80th birthday.” Aldus Manutius, for 
whom the award was named, was a Venetian printer and publisher of 
the early 16th Century... 
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why did 

tell about lies 

that hurt 

Alan Ladd? 

In the May issue, Modern Screen published a 

story that separated the facts from the 

fiction about movie hero Alan Ladd. 

Thousands of readers sent us cheers of 

approval... but their response was no 

surprise! Because the success of “Lies That 

Hurt Alan Ladd” was actually predicted 

months in advance. 

Eight years ago, Modern Screen 

inaugurated the only Continuing Reader 

Survey of its kind —a completely scientific 

guide to the tastes and temperament of the 

movie audience—an accurate barometer to the 

rise and fall of a star’s popularity, often 

before Hollywood knows! 

j Today, Modern Screen forecasts the 

| readership of every article, in every issue — 

| even in terms of age groups! 

This precision editing results in cover-to- 

cover reading by 4 million women every 

month — young women (median age 21) who 

use more cosmetics, buy more clothes, 

. wear more jewelry — the most free-spending 

Ti young women in America. 

| This scientific editorial policy is one of the 

| most important reasons why Modern 

| Screen leads all screen magazines on the 
: newsstands of America. 

modern 
screen 
America’s Great 

Screen Magazine 

DELL PUBLISHING CO., 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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Western Air Promotes 2 
Arthur C. Smith, former cargo 

traffic manager of Western Air 
Lines, has been appointed director 
of sales administration, and M. E. 
Sullivan, former manager of rates 
and tariffs, becomes director of 
traffic. The promotions are part 
of the line’s program to realign 
its sales department. 

Toronto Agency Changes Name 
Broadcast Advertising Co., To- 

ronto, has changed its name to Don 
H. Copeland Advertising Ltd., with 
offices at 442 Sherbourne St., To- 
ronto. 

WHAT PART OF A 
3,500,000 MARKET??? 

NATIONAL BIRTH RECORDS COMPANY 
Dept. A, 31 East 27th Street, N.Y 16 

Swanson Poultry to 

Get Big Newspaper, 

Magazine, TV Push 
OmaHa—C, A. Swanson & Sons 

has started a nationwide drive to 
promote its canned and frozen 
chicken, using newspapers, tele- 

vision and Parade and This Week 
Magazine. 

Both Sunday magazines and 
weekday metropolitan newspapers 
will be used, carrying full-page 

ads featuring recipes, menus and 
service hints. The bulk of the 
weekday newspaper campaign will 
range from 1,500 lines to full 
pages. 

Heavy spot concentration is 
scheduled for leading markets, in- 
cluding New York, Chicago, Los 
Angeles, Philadelphia, Detroit, Bos- 

ton and Washington. Swanson al- 
ready sponsors the five-a-week 

“Telephone Game” program in 
Chicago over WGN-TV. 

Special merchandising events 

will supplement the basic adver- 
tising program, the first of which 
is a selling tie-up between Swan- 
son Chicken Fricassee and the 
baking industry’s new Brown ’N |’ 
Serve rolls. Other product tie- 
ups will follow through the sum- 
mer and fall. 
Tatham-Laird Inc., Chicago, is 

the agency. 

Hagan to Country Gentleman 
James C. Hagan has joined the 

Chicago advertising staff of Coun- 
try Gentleman. He was formerly 
with the Kansas City Star and 
General Shoe Corp. 

Gets Insurance Account 
Industrial Life Insurance Co., 

Quebec City, has named the Mon- 
treal office of McConnell, Eastman 
& Co. to direct the company’s ad- 
vertising. 

advertising Age, May 6, 

e THE LABOR UNIONS are not 
the only organizations involved in 

jurisdictional disputes. Department 
heads in many companies are 
known to guard their prerogatives 
with the fierceness of a mother 

grizzly, and to yield up even the 
smallest responsibilities with noisy 
reluctance. 

Up to a few years ago, the only 
probable exception was the em- 

ploye publication, the mainspring 
of management communication. 

The supervision of these journals 

was regarded as an intolerable 
labor of love. Whoever had it was 
stuck with it. 

Today, in many companies, the 

they eat 43% more 
in Canton, Ohio 

Retail food sales running 43% above the national 
average is your assurance that your advertising and 

selling in the Canton market will produce maximum 

volume per dollar invested. 

It’s an economical market to sell. One newspaper 

—the Repository—reaches the 94,000 families 

whose well above average incomes are stabilized by 

over 200 diversified industries and the crops from 

Ohio’s most thickly populuated farm area. 

Sales potential like this justifies a full schedule in 

the Repository for all consumer products. Despite 

claims to the contrary you just can’t cover this rich 

market without the Repository. 

100% coverage of a one-newspaper market. 

99.3% carrier delivered. 

A Brush-Moore Newspaper 
Represented Nationally by Story, Brooks and Finley 

Employe Communications 
How to Win Friends Among Your Workers 

By Rosert NEwcoms and Marc SAMMONS 

importance of employer-employe 
communication has made the em. 
ploye publication a highly desir.@ 
able departmental property. Its 
supervision today involves a cer. 

tain amount of elbow rubbing with 
the boys in the executive offices, 
and the man in charge of employe 
communication in certain compan. 

ies has as much respect, respon- 
sibility and income as any depart. 

‘mental head. 
Three, or perhaps four depart-¥ 

ments customarily wrestle for the 
communications assignment. In- 
dustrial relations or personnel feels 

the employe publication and allied 

media should properly fall within 

the jurisdiction of industrial rela- 
tions, because these men live each 
day with employe problems. Ad- 
vertising and public relations ex- 
ecutives feel that personnel men 
have no suitable background in 
journalism and external relations, 
and that this is essential to the 
proper piloting of any communica- 
tions program. 

a To the authors of this depart- 
ment, it seems to make little dif- 
ference who has the responsibility, 
so long as the job is well done. But 
there is growing evidence that the 
assignment of communicating with 

employes is moving out of indus- 
trial relations and personnel de- 

partments, and into either public 

relations or advertising. In some 
companies, communications is be- 
ing handled as a divisional activity 
of public relations or advertising, 
but with a separate, specific iden-¥ 
tity of its own. ). 

This shift of communications 
from personnel or industrial rela- 
tions to public relations or adver- 

tising seems justified in the mind 
of at least one executive who or- 
dered the shift: 

s “Industrial relations departments 

today have responsibilities in em- 
ploye relationships that were un- 

dreamed of ten years ago. They 

have problems of collective bar- 
gaining, job evaluation, time study, 
foreman training, aptitude testing 
and a thousand others. Communi- 
cations is essentially a modern 
journalistic activity. It calls for 
people not only skilled in handling 
human beings, but perhaps even 
more important than that, it calls 

for people able to express view- 
points and attitudes in attractive, 
readable and understandable 
ways.” 

But it’s strictly an individual or- 
ganization problem, to which no 
general yardstick can be applied. 
Some of the best employe jour- 
nals in the country are coming out 
of industrial relations and person- 
nel departments. The big reason is 
probably that the department head 
has chosen a capable editor and has 
then given him his confidence to 

go ahead confidently on his own. 

Kelly Joins McCann-Erickson 
Ted Kelly, former time buyer 

for Cecil & Presbrey, has been 
named to fill a similar position at 
McCann-Erickson, New York. 
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“CONFIDENTIALLY TONY. I'VE GOT TO PUT SOME NEW 
LIFE INTO MY PUBLICATION |” 

CARTOONS 
FOR HOUSE ORGANS 

WRITE FOR NEW DIFFERENT TYPE CARTOON 
SERVICE AT LOW RATES. 

ALSO ORIGINAL PENCIL SKETCHES 
SUBMITTED WITHOUT OBLIGATION. 

Cartoonist for leading business publications 
for over years. j 

M.O. BOX 227 DEPT. 
J. A. PATTERSON 
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Cincinnati, Ohio — “the southernmost of Northern cities” — is unique machine tools and playing cards. But the Cincinnati area is not unique 
in many respects. One, in particular, is the very wide variety of its indus- in its readership of LIFE, nor its regard for LIFE. Here, as elsewhere, 
tries. It is the world’s leading producer of soap as well as electrotypes, LIFE is an eagerly-awaited adventure in one out of every three families. 

What happens when LIFE hits Cincinnati? 
BUILT ON SEVEN HILLS that rise from the placid ple read LIFE than any other magazine. across the U. S., LIFE is read in one out of 

Ohio, Cincinnati stands close to the geographical On these pages are examples of LIFE’s local im- every three families — an audience larger than 
center of U. S. population. pact in Cincinnati . . . of LIFE’s impress on the that of any other weekly magazine. 

Though Cincinnati is unique in other ways too, minds of leaders in civil, cultural, and com- This audience plus constant evidence of 
LIFE magazine has much the same effect on this mercial affairs . . . of LIFE’s influence on the LIFE’s local impact on that audience are the 
market that it has in any other American city nationwide sales of Cincinnati’s manufacturers reasons why advertisers invested more dollars-for- 
or town. and on the local sales of its retailers. selling in LIFE in 1949 than in any other maga- 

For in Cincinnati, week after week, more peo- There is nothing at all unusual about this. For zine, more than in any broadcasting network. 

LIFE’s impact is known to leaders in government and commerce 

Cincinnati's City Manager Wilbur R. Kellogg has this John J. Emery, President of Thomas Emery Sons, Inc. President of The Kroger Company, food store chain, is 
to say: “LIFE’s pictorial insight into world, national, and and Emery Industries, finds LIFE so important that he Joseph B. Hall. He says: “LIFE’s advertising impact 

local affairs is always colorful, interesting and informa- _—_ gets two copies. “My wife and children immediately creates sales. Our two-week advertised-in-LIFE event 
tive. LIFE’s recent article on city government is a very pounce on one copy. By getting two, I’m assured of one increased our retail sales 52% the first week; and 46% 

good example.” for myself on Friday evening.” the second week.” 

i 



“a Business leader Neil H. McElroy, President, Procter & 
: Gamble Co., says: “In its reporting of our times, LIFE 

plays an important partinstimulatingcommunity thinking.” 

Vice President and General Sales Manager William A. Blees of the Crosley Division, John Singer (standing) is Instructor of Latin, English, and Journalism at Cincin- 
AVCO Manufacturing Corp., says: “With the power of LIFE helping to move our nati’s Reading High School. “In the last five years,” he states, “I have clipped literally 
expanded output of new models we have increased the unit sales of Crosley hundreds and hundreds of articles from LIFE, which now form a complete pictorial 
appliances, television sets, and radios by well over 60%. Dealer and customer re- reference file for the entire school year. LIFE magazine’s vivid, informative and 
sponse to our advertising is an exciting demonstration of LIFE’s local impact.” comprehensive articles are excellent visual aids for our various classroom projects.” 

Across the nation...only LIFE 

... felt in so many ways | . 

speaking 

City Councilman Charles P. Taft says: “LIFE has University President Raymond Walters says: “Many of 
achieved an unusual combination of exciting news pic- — LIFE’s editorials have impressed me as penetrating and Ste 
tures and serious presentations of high educational value.” _ vital, forming a real contribution to American thought.” LI 
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this kind local impact 

..» by so many people 

“Enlistments at my station jumped 25% per week right after the release of the LIFE 
issue on National Defense.” So reports Major Willard E. Lowery, in command of 
Cincinnati’s United States Air Force Recruiting Station. “Furthermore,” he adds, 

“because I thought the article so readable, informative and comprehensive, I pro- 
vided all my recruiters with copies, as an ideal source of reference information.” 

Cincinnati 

Industrialists Joseph S. Stern, Board Chairman, and A. B. Cohen, President, United 

States Shoe Corp., says: “LIFE is a tower of strength in building up good brands. 
LIFE has been used in building the outstanding position of Red Cross Shoes today.” 

This picture, from LIFE’s photo-essay about an umbrella salesman, showed Guy 
Porter and Helen Dresselhaus, buyers for The Mabley and Carew Co., Cincinnati 
department store, ordering 300 umbrellas. “We got hundreds and hundreds of tele- 
phone calls and comments from our local friends and business associates,” they report. 
“And our umbrellas went like wildfire . .. so much so that we had to reorder twice.” 

Retailer Elmer C. Henlein (Pres., Dow Drug Co.) says: “The public responds readily 
to LIFE advertising ... and the effect of its impact is very noticeable in our sales. 
This influence was emphasized to us in our LIFE promotion in all of our stores.” 

d 



Across the nation...only LIFE has this kind of local impact 

... felt in so many stores...in sales of so many products 

One of Cincinnati's 1533 wholesale houses is L. S. Meyer & Company, whose presi- 
dent (Lawrence S. Meyer) and sales manager (R. L. Oestreicher) are pictured above. 
As distributors for Hanes men’s wear products, they report: “Our records show that, 
since Hanes products have been advertised in LIFE magazine, there has been a 
marked increase in consumer demand for these products. As a result, we have widened 
our distribution in retail outlets and realized increased sales. We owe a lot to LIFE.” 

“The stories that have appeared in LIFE about our cars,” says Powel Crosley, Jr., 
President of Crosley Motors, “have made a terrific impact on the consciousness of 
the public in Cincinnati. LIFE magazine made our Hotshot model a conversation 
piece overnight, not only here, but across the nation. So I’m not at all surprised that 
our advertisements in LIFE have turned out to be tops in producing inquiries.” 

Retail business in the Cincinnati area currently runs to around nine hundred million 
dollars a year. Shillito’s, one of Cincinnati’s large department stores, is typical of many 
local retailers who stage advertised-in-LIFE promotions. “The response to LIFE- 
featured items,” says Fred Lazarus III, Vice-president of Shillito’s, “proves time 

and time again the tremendous impact of LIFE magazine. LIFE advertisements and 
editorial matter are a definite aid in helping us sell merchandise to our customers.” 

Sales Manager Frederick W. Doepke, of Charles Wm. Doepke Mfg. Co. (toy- 
makers), says: “One of the first things we did to establish our name was to use LIFE 
advertising. We now find ourselves among the leaders in the toy industry and we 
feel quite frankly that LIFE magazine played a very definite part in securing our 

firm this recognition. Our experience with LIFE magazine has been most gratifying.” 

LIFE moves goods. . . because LIFE moves people 
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avertising Is 

a Tool of Mass 

Education: Gale 
Cotumsia, Mo.—As long as 

America maintains free educa- 
tional institutions and a free press, 
there is no danger that advertising 
of facts and ideas regarding the 

economic system will fix an in- 
flexible pattern of thought, ac- 
cording to Samuel C. Gale, vice- 
president in charge of advertising 
and public services, General Mills, 

Minneapolis, and chairman of the 
Advertising Council. 
Speaking during the 41st annual 

Journalism Week at the University 
of Missouri, Mr. Gale described 
the history and accomplishments 

of the Advertising Council, whose 
campaigns he described as the 
“fourth dimension of advertising.” 
He suggested that the educa- 

tional process in America has two 
phases—the formal education in 
schools and colleges, and the dis- 
semination of information and 
ideas through the channels of mass 
communication. 

s “Increasingly,” he declared, 
“formal education and its practi- 
tioners on the one hand, and jour- 
nalism and advertising on the 
other, are working closer and 

closer together in the joint ap- 

proach to the performance of their 
functions. 

“Of course,” said Mr. Gale, “we 
all recognize that journalism in all 
its applications always has been 

aside from formal educational in- 
stitutions, for disseminating infor- 

mation and ideas. 

“The use of advertising in this 
field is a new and still limited de- 
velopment. But this in no sense 
makes advertising the competitor 
of the press, the radio, the book 
publisher or any other channel of 

journalistic expression. Advertis- 
ing...is almost wholly a supple- 

ment to the function of journalism, 

rather than a rival.” 
He said that both journalism and 

advertising have common aims and 
purposes—broadening the mass 
educational processes and strength- 
ening the social and political struc- 
ture, 

s But he added that the two forces 
operate in different fields. “Jour- 
nalism is...overwhelmingly con- 
cerned with issues and matters of 
current disagreement. It is funda- 
mentally disagreement that makes 
the news. Journalism primarily is 
the great sounding board where 
we argue out the problems and is- 
sues that confront us, until we 

have reached a point of general 

agreement as to the course to take. 
“But once that general agree- 

ment has been reached, there is 
t little of news value left. It is pre- 
_ Cisely at that point where fourth 
» dimensional advertising, as repre- 
| sented by the Advertising Council, 

comes in. 

‘ “Once general agreement has 
been reached,” he continued, the 
agreement becomes a_ building 
block in. the political, social and 

_ €conomic structure, “and if we are 
not constantly reminded of these 
areas of agreement and of this 
base upon which we stand... we 
are in constant danger of losing 
much of the hard-earned progress 
which we already have achieved.” 

Ppoints Umland Agency 
Umland & Co., San Francisco, 

as been named by Troy of Cali- 
ornia, San Francisco, to handle 
he presentation and promotion of 

bh, fall and winter line of sports- 
ear and a new fashion item for 
€n, women and teen-agers, to 

pe announced soon. Magazines, 

and is today the principal medium, |~ 

Harrower Names Sprinkel 
Beatrice Sprinkel, formerly as- 

sistant manager of advertising and 
public relations of Cutter Labora- 
tories, Berkeley, Cal., has been 
named assistant advertising man- 
ager of Harrower Laboratory Inc., 
Jersey City. 

Gordon Is WNAW Manager 
William E. Gordon, sports di- 

rector of Station WNAW, North 
Adams, Mass., has been promoted 
to manager of the station. 

Bowes Industries to Monk 
Bowes Industries Inc., Chicago, 

maker of a line of paper table 
|service including a new plastic- 
surface paper plate, has appointed 
Howard H. Monk & Associates, 
Rockford, Ill., to direct its adver- 
tising and sales promotion. News- 
papers will be used. 

Preston Moves Offices 
Harold P. Preston, New York, 

advertising and publishing counsel, 
has moved from 17 E. 49th St. to 

117 W. 44th St. | 

Ednalite Optical to Esmond 
Ednalite Optical Co., Peekskill, 

N. Y., manufacturer of filters, pre- 
cision optical 

21 

Shenango Goes National 
Shenango Pottery Co., New Cas- 

tle, Pa., will begin the first na- 
and photographic tional advertising campaign in the 

products, has placed its advertis-| company’s history this fall for 
ing with Lawrence Esmond Ad- 
vertising Corp. Consumer and 
trade publications will be used. 

Lowe Made Esty V. P. 
Henry W. Lowe, account execu- 

tive on Colgate-Palmolive-Peet for 
William Esty Co., New York, has 
been elected a vice-president of 
the agency. 

Epicure Ceramic Cook Ware in 
national magazines, through Nor- 
man D. Waters & Associates, New 
York. 

‘Hunting & Fishing’ to Move 
Hunting & Fishing is moving its 

Chicago office from 605 N. Mich- 
igan Ave. to 612 N. Michigan Ave., 
effective June 1. 

Think first: 

county.) 

hewspa j j ill be nad trade publications 

impact you need. 

newspaper coverages in Tacoma - Pierce 

TACOMA NEWS TRIBUNE 96% 

Seattle Morning Paper 

Seattle Evening Paper 

Think TWICE About Tacoma! 
(Washington’‘s Second Market) 

Tacoma’s a market which de- 

mands full, effective coverage. Think second: 

Only the Tacoma News Tribune delivers the 

(Just check these daily 

11% 

3% 

‘Space Buyers, Bless ’em! 

They Showered 
Us With Orders! 

Facts prove: Tacoma’s a “must 

buy” for advertisers who want 

to do a complete selling job in 

the vital, growing Puget Sound 

And there’s a reason! 
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When does the average motorist buy replacement parts? | think 
Ask him, and he’ll say, “When something goes wrong.”| A! 
Ask him why he waits for trouble, and he’ll tell you) Same 

that’s the only way he knows he needs a new part. of th 
Of course, there are some drivers who really baby their Phils 

cars. They have them checked regularly and keep them Rock 

in top condition. The Grey-Rock Division of Raybestos-} P©°P 

Manhattan, Inc., has done an outstanding job of selling who 

brake linings by reaching such drivers with its advertis of pe 
ing in Holiday. At 

Grey-Rock has been in Holiday since its very first issue 

because, as James A. Wheatley, Jr., Grey-Rock Sales ) recon 

Manager, says, “Holiday appeals to the people who own | Pe 
more cars and use them more. They’re used to good / 
living and doing things right. They take care of their) Mati 
cars. And in our business this combination of extra’ Parts 
miles, extra money, and extra care means extra sales. We Squa 

SELLS THE 
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HAPPY ( Tell-and-Sell) HOLIDAY 
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think of Holiday readers as our most logical prospects.” 

And the men who sell Grey-Rock brake linings feel the 

same way about Grey-Rock advertising. Harold W. Davis 

of the Brake Institute Garage, 1520 Belfield Avenue, 

Philadelphia, Pa., says, “You bet I’m in favor of Grey- 

Rock’s advertising in Holiday. I’ve noticed that the 

people who ask us to check their brakes are the people 

who own good cars and really use them. They’re the kind 

of people who read Holiday.” 
Automobile manufacturers have had the same experi- 

ence. And Holiday’s automobile advertising has broken 

}records. Last year Holiday carried a larger number of 
pages of passenger-car advertising per issue than any 

ood 5 other general magazine in the country. For more infor- 

ieir Mation on Holiday’s phenomenal ability to sell cars, 

ctra’ Parts, and accessories, write: Holiday, Independence 

We | Square, Philadelphia 5, Pennsylvania. 

Here are the facts on 

HOLIDAY’S GIANT AUTOMOTIVE MARKET! 

CAR OWNERSHIP—Holiday families own five cars for every four 

families. 

use—Holiday families drive 50% more than the national 

average. Last year they clocked over 13 billion miles. 

GAS AND OIL CONSUMPTION—In one year Holiday families 

burn up over 961 million gallons of gas and over 76 million 

quarts of oil. 82% use premium motor oil. 

CAR POLISH OR WAX—47% bought car polish or wax. 

ANTI-FREEZE—72% use anti-freeze. 

PURCHASE OF REPLACEMENT PARTS—L ast year more than 138,000 

Holiday families spent over $3 million to have their car 

brakes relined . . . over 84,000 bought headlamps . . . over 

72,000 bought piston rings ... over 246,000 bought oil filters 

or cartridges. They bought 330,000 batteries and over 2 

million spark plugs. 

Source: Holiday's automotive survey projected on base of 800,000 reader families. 

IAT SELLS THE GOODS! 
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‘PR News’ Gives 

10 Annual Awards 
New YorK—The first presenta- 

tion of Public Relations News an- 

nual achievement awards for dis- 

tinguished accomplishment in pub- 

lic relations in 1949 went to the 

Mutual Life Insurance Co. of New 

York May 2, at a luncheon held 
at the Waldorf-Astoria Hotel. 

The presentation was made on 

the occasion of the fifth anniver- 

sary of the founding of Public Re- 

lations News. Additional presenta- 
tion ceremonies will be held in the 

headquarters cities of nine other 
winners. 

= The other companies and orga- 

nizations to receive awards in- 
clude: General Electric Co.; Great 
Atlantic & Pacific Tea Co.; Mon- 
santo Chemical Co.; National Cot- 
ton Council of America; American 
Petroleum Institute; National As- 
sociation of Margarine Manufac- 
turers; Advertising Council; Free- 

doms Foundation, and Financial 

USE ONE... 
or ALL 

FIVE! 

Yardsticks for 
measuring sales 
opportunities 

When you want to measure the 
sales opportunities in Iowa, 
use these yardsticks—any or all. 
Find out what Wallaces’ 
Farmer and Iowa Homestead 
means to its readers, in 
the best nine-out-of-ten Iowa 
farm families. 

1, COVERAGE: Check ABC figures 
on this page for the breakdown 
of actual farm coverage. 

2. QUALITY OF READER: See the 
study titled ‘‘Measuring the 
World’s Biggest Farmer’, based 
on special U. S. Census tabulations. 

3. READER TRAFFIC: Check your 
Continuing Study of Farm 
Publications No. 4 fort readership 
facts about both Iowa farm men 
and women. 

4. READER PREFERENCE: Send for 
**InFARMation Please’’, a study of 
the information sources of lowa 
farmers, based on Iowa State 
College area sampling survey. 

5. DEALER PREFERENCE: Tell us the 
kind of dealer you're interested in, 
we'll give you the dealers’ own 
answers about the type of adver- 
tising they prefer. 

FOR SALES-BUIL
DING 

WALLACES’ FARMER 
AND 

IOWA EAD HOMEST 

World. 
The presentation marked the 

first year that Public Relations 

News achievement awards have 

been given. They have been plan- 

ned as an annual event for the 
recognition of accomplishment in 
public relations. 

sw The winning organizations were 
selected as the ten best from 
screening those whose programs 
were studied during 1949 by Glenn 
Griswold and Denny Griswold, 

editors of Public Relations News. 
Final selections were made by 

an editorial advisory board in- 
cluding: Howard LeSourd, dean, 

Boston University School of Pub- 

lic Relations; Holgar Johnson, pres- 
ident, Institute of Wife Insurance; 
Leslie Stratton, national public re- 
lations director, Boy Scouts of 
America; J. Handly Wright, as- 
sistant to the president, Monsanto 
Chemical Co.; and James P. Sel- 
vage, partner, Selvage & Lee, pub- 
lic relations counsel. 

Red Top Brewing to R&R 
Red Top Brewing Co., Cincin- 

nati, has appointed Ruthrauff & 
Ryan, Cincinnati office, to handle 
its advertising, effective Aug. 1. 
The account was formerly directed 
by Jesse M. Joseph Advertising 
Agency, Cincinnati. 

Tandy Agency Names Two 

Warren H. Wilkes has been 
named vice-president and director 
of Tandy Advertising Agency, To- 
ronto. He joined the agency in 

Advertising Age, May 8, 1956 

1935. Robert C. Morgan has been 
appointed secretary-treasurer of F a 
the agency. 

ria, 
t 

Smart & Final Names Miner Pate 
Smart & Final Co., Los Angeles son, 

has appointed Dan B. Miner Co, cialty 
Los Angeles, to handle its adver.§ Peor! 
tising. 

To Lc 
Joins Rowe & Wyman Low 

Russell N. Withenbury has been o 
appointed account executive of 
Rowe & Wyman Co., Cincinnati, of sw 

INDUSTRY AND POWER 
Maximum Service to Advertisers Through Maximum Usefulness to Readers 

functions and services. 

| & P will continue—as it has for thirty years—to present information that will 
appeal to each of the departments within the Plant Engineering Group. Each 
issue is balanced with immediately applicable suggestions for men in these de- 
partments, and with more general information for the entire group. 

In choosing the men to make up its expanded and improved editorial staff, 
| & P's publishing committee has selected its men with great care. They have 
a thorough knowledge of the publishing business and of the field encompassed 
by | & P's editorial scope. | & P's editorial staff is second to none and publishes 

a@ magazine second to none. 

ST. JOSEPH, 

INDUSTRY POWER 
INDUSTRY AND POWER is directed editorially to the Plant Engineering Group. 
These are the executives and engineers responsible for the generation, trans- 
mission, distribution, and utilization of energy in its various forms for power, 
processing, and related plant services in all types of industries. Their duties in-_ 
clude selection, installation, operation, and maintenance of equipment for these 
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F. Feller 

HAROLD L. FLYNN, Correspondent 

management, industrial and 
subjects. His special reports 
leum, plastics and stainless 
widely used. He has been 

chinist, and chief editor of 

ment, 

Located in New York City, Mr. Flynn 
is one of America’s foremost writers on 

editor of Steelways and: American Ma- 

Plastics and Machine Production. As 
correspondent for INDUSTRY AND 
POWER, he will furnish our readers 
with spot news from the east coast, and 
will cover feature articles on assign- 

STANLEY E. COHEN, Correspondent 

technical 
on petro- 
steel] are 
associate 

Canadian 

News from the Nation's capitol will bey 
published regularly in INDUSTRY 
AND POWER under Mr. Cohen's “BY 
line’. An outstanding Washingtoa 
correspondent and reporter, he is Wash” 
ington editor of Advertising Age and 
Industrial Marketing, and contributes 
to Purchasing News. Mr. Cohen 184 
member of the White House Corté] 
spondents’ Association, National Pres) 
Club, Business Correspondents’ Wash) 
ington Committee, National Conferené 
of Business Paper Editors, and Socieif 
of Business Paper Editors. 
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been four Appoint Hosler Gott to Great Lakes Carbon Mutual Insurance motion, the ad thanked Mutual’s 
“ Hosler Advertising Inc., Peo-| Donald H. Gott, formerly sales many outside contractors in plan- 

ria, Ill., has been appointed to han-| manager of the door division of Co.'s Light Verse ning, building and moving the 
dle the advertising Mengel = company into a new building. 

or teries, Abingdon, Ill.; L. R. Nel-|manager of dealer sales o e . Mutual moved into t ; 
zeles, Peoria, sprinklers; Pekin Spe- building products division of Great Tells about M oving May 1 and bn 
Co, cialty, Pekin, IlL., and Tonemaster, | Lakes Carbon Corp., New York. |. New York—Mutual Life Insur-|and 640-line announcement ads 

iver.§ Peoria, hearing aids. ance Co. of New York gave public | until the next day. 
Scheurle Joins Wagenseil notice of its move from 34 Nassau; The move brought a shipment of 

To Lockwood-Shackelford Lincoln Lewis Scheurle, former-| st, to Broadway at 55th St. last|$2 billion of ities f th 
Lockwood-Shackelford, Los An-|ly field representative of Hooper- with d i BS 

geles, has been retained to handle|Cameron Agency, Chicago, y titled “ 4 downtown financial district in an 
been fhe advertising of Caltex of Cal-| joined the television-radio division |48ht verse, tit Ballad for/armored car fleet that completed 
© o§ ifornia, Los Angeles manufacturer|of Hugo Wagenseil & Associates, Moving Day. the job in five hours. The largest 
ati. of swim suits and sportswear. Dayton agency. Serving as an institutional pro-|single shipment was a $15,000,000 

Unexcelled Service to the Plant Engineering Group 

WILLIAM J. HARGEST, Editor 

In publishing, Mr. Hargest has held positions as tion of fuels, and mechanics. He also edited arti- 
x editor of American Exporter Industrial and The cles for Mechanical Engineering, Journal of Applied 

Machinist (London), and associate editor of Amer- Mechanics, and ASME Transactions. As consultin 
ican Machinist and Railway Mechanical Engineer. engineer he has designed diesel-electric plants = 
As a war correspondent, he covered stories on steam plants for manufacturing processes. 
British ordnance and power production, operation Mr. Hargest is a member of The American Society 
and maintenance of mechanized military apne, of Mechanical Engineers, Institution of Production 
the effect of bombing of German war plants, an Engineers (London), and Ingenieurs Civils de 
design and production of German flying bombs and France. In 1946, he participated in organizing the 
rockets. World Engineering Congress, and is a charter 

member. He has served on many ASME committees, 
During the early 1930's he taught mechanical engi- including that society's War Production Panel, 
neering at Pratt institute, and wrote texts on power and the Oil and Gas Power, Metals Engineering, 
plant design and operation, heat engines, combus- and Railroad Divisions. 

| EUGENE W. F. FELLER, Managing Editor 

| An outstanding practical engineer with 22 years’ Safe Harbor Water Power Corp., he compiled in- 
operating and supervisory experience in steam and structions and trained operating and maintenance 
hydroelectric plants, Mr. Feller entered the pub- personnel when the plant was put into operation. 
lishing field nine years ago as associate editor of After entering editorial work, Mr. Feller authored 

) Power. For the past two years he has been manag- two books in the power field: “Air Compressors” 
ing Editor of Operating Engineer. and “Instrument and Control Manual for Operatin 

Engineers”, He has been active in the affairs o 
The June, 1949, Supplement to ‘International engineering societies, including the National As- 
Who's Who” records that he is a graduate of Coyne sociation of Power Engineers, Natonal Association 
National Trade School, ICS courses in steam and of Corrosion Engineers, Instrument Society of 
electrical engineering, and industrial safety at Johns America, and the National Association of Re- 
Hopkins University. At the Safe Harbor plant of frigeration Engineers. 

R. A. MOLLER, Associate Editor 

Prior to joining the editorial staff of INDUSTRY Mr. Moller came directly to INDUSTRY AND 
AND POWER two years ago, Mr. Moller worked POWER from the Baker Ice Machine Co. As field 
15 years in the air-conditioning and air-handling representative, he had complete charge of all low- 
fields as designer and consultant. He was associated pressure and high-pressure refrigeration systems in 
with Chrysler Corp., Airtemp Div.; Ilg Elecric his 3-state area, and was directly responsible for 
Ventilating Co.; and Cardox Corp. as a research equipment design and installation. 
and development engineer in air conditioning, fan 
and blower design, and COs refrigeration. For five A graduate of University of Alabama and post- 
years he was district office engineer in the north- graduate of Chicago Technical College, Mr. Moller 

| west for the Westinghouse Electric Corp., B. F. holds BS degrees in Civil and Mechanical engineer- 
_ Sturtevant Div. His responsibilities there consisted ing. He is a registered professional engineer, and 
| Of designing air-conditioning and pneumatic con- has been active in the American Society of Refrig- 
| Yeying systems, and solving difficult air-handling eration Engineers and the American Society of 
| problems in the field. Heating and Ventilating Engineers. 

| A.B. WHITE, Associate Editor 
4 A director in the welding group for one year, and $160,000 welding laboratory. 

research engineer for six years at the Westinghouse Two years ago Mr. White joined the Clark Equip- 
Research Laboratories, Mr. White has had wide ment Co., one of the country’s largest users of auto- ” 
experience in electric power utilization and distri- matic arc welding equipment. As welding engineer, 
bution. He was engaged in many wartime research he supervised welding operations and equipment 
projects, including electrical instrumentation, radar, maintenance, and was responsible for original devel- 
Jet propulsion and nuclear physics; also, in de- opments in electro-forging and welding processes. 
veloping manufacturing techniques suitable for A graduate of Notre Dame, Mr. White holds de- 
mass production of equipment evolved in the lab- grees of BS in electrical engineering and MS in 
Oratory. During this period, he obtained numerous mathematics. He is a member of the American 
Patents on welding processes, power-supply equip- Welding Society, has presented papers at AWS 
ment, and electronic control units. He also super- national meetings, and at present is vice-president 
vised installation of equipment for Westinghouse’s of the AWS Michiana Section. 

— 

FRANK C. DONOHUE, Assistant Editor MARY MARGARET TYM, Production Manager 

During the war, Mr. Donohue served 
as warrant officer in the Navy, special- 
izing in radio and electronics. Before 
the war and since, he has. been in press 
wireless communications, covering for- 
eign news, as well as engineering and 
business articles of international scope. 
Mr. Donohue is a practical engineer 
with 20 years’ experience in electrical 
engineering, and with an educational 
background that includes 10 years’ con- 
tinuous study in New York City col- 
leges and universities. 

A grauate of the University of Illinois, 
Miss Tym had several years experience 
in office management before she came 
to INDUSTRY AND POWER. As 
production manager, she has demon- 
strated a remarkable ability for bring- 
ing order and organization to the mul- 
titude of details that are a part of maga- 
zine publishing. Working with the 
editorial department, she compiles the 
advertising pages and arranges print- 
shop schedules for the forms that make 
up each issue of the magazine, 
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pipe line bond. About 250,000 
pieces of valuable paper were 

moved. 

Doremus & Co. handles the ac- 
count. 

Peggy Clagett Joins Agency 
Peggy Stevenson Clagett, home 

economics editor and advertising 
writer, has joined Ketchum, Mac- 
Leod & Grove, Pittsburgh, as an 
account executive in the consumer 
merchandise division of the public 
relations department. 

Reelects Hitchcock 
Hugh W. Hitchcock, director of 

public relations and advertising of 
Packard Motor Car Co., Detroit, 
has been reelected chairman of the 
public relations committee of the 
Automobile Manufacturing Asso- 
ciation. 

Nesco Promotes Manning 
Joseph F. Manning Jr. has been 

promoted from assistant advertis- 
ing manager to manager of adver- 
tising and sales promotion of Na- 
tional Enameling & Stamping Co., 
Milwaukee. 

Switch your advertising to HOUSE 

BEAUTIFUL, if you want your profit 
picture brighter! More home fur- 

nishings advertisers use more of its 
pages than of any other magazine 
because its 2,500,000* readers 

(50,000 of whom are retailers) are 

the most actively responsive maga- 

zine audience in America! 

*4.5 readers per copy, 
based on publisher’s surveys. 

House Beautiful 
sells both sides of the counter 
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GE Exhibit Train 

Starts Year Tour 
New YorkK—General Electric Co, 

has launched the largest industrial 

marketing project in its history 

with its new “More Power to 
America” special train. Introduced 
at Grand Central Terminal, the 
10-car, stainless steel, diesel-driven 

exhibit train contains more than 

2,000 products and will visit about 
150 key industrial centers during 
the next 12 months (AA, March 
27). 

This exhibit is believed to be 
the first time all of the apparatus 

for producing, distributing and uti- 

lizing electric power has been dis- 

played in one series of related 
mobile displays. 

w= At a press conference, Henry V. 
Erben, vice-president and general 

manager of the apparatus depart- 
ment of GE, said production of 
durable equipment has been re- 

ceding since 1948 and that the GE 

train is expected to help reverse 

.»» THIS $7 BILLION 

Miracle 
Market 

IS FOR YOU.... 
. .. if you can use bigger volume... 
if you want bigger profits . . . if you 
want to cut sales costs . . . if competi- 
tion is edging you out of the picture 
. . « if you're looking for a sound, 
practical, proved way to move more 
merchandise, faster .. . 

Turn to Dynamic 
DIRECT SELLING 

Thousands of ambitious men and women 
are ready to take on your product or 

service on a straight commission basis. 
They'll advertise it, demonstrate it, and 
sell it direct to your customers. Without 
consumer advertising, without price- 
cuts, credit losses or inside discounts, 

they'll turn in a cash volume that can 
keep your plant working to capacity. 
You can reach these salespeople in 90 
days, thousands of them, and put them 
to work for you getting right-now 
results. 

Big Volume—fast! 
In months instead of years you can be 
doing business in every state and ter- 
ritory. Direct Selling has built giants 
in retailing—a $25,000,000.00 brush 
manufacturer, an $18,000,000.00 ho- 
siery company, a $12,000,000.00 
dress maker, a $35,000,000.00 cos- 
metics distributor . . . and hundreds of 
others. Last year direct salespeople 
sold more than seven BILLION dollars 
worth of goods and services . . . that’s 
the miracle of Direct Selling. 

FREE BOOK 
GIVES ALL FACTS 
How to tap this vast selling force and 
get AT-ONCE results . . . how to present 
your product or service to them... 
how to perform this low-cost sales 
miracle . . . these and all other ques- 
tions answered in fascinating FREE 
Booklet prepared by OPPORTUNITY, 
the leading magazine in Direct Selling. 
Mail letter head for your copy. 

OPPORTUNITY 
MAGAZINE 

Dept. A-13, 28 E. Jackson Blvd. 

Chicago 4, Illinois 

the trend. 
Chester H. Lang, vice-president 

in charge of apparatus sales, 

pointed out that selling electric 
equipment sets off a “chain reac- 
tion” of sales that activates many 
other segments of industry. 

The exhibits are grouped in 11 
different sections. Divisions in- 
clude displays of electric drives 
and controls, materials handling, 
welding, electric heating, industrial 
lighting, measurement devices, na- 

tional defense and security prod- 

ucts, and civic improvement aids, 
as well as public utility and in- 

dustrial power equipment. 

Sylvania Gets New Office 
Sylvania Electric Products, New 

York, has moved from 500 E. 5th 
Ave. to 1740 Broadway where the 
following divisions are now lo- 
cated: advertising, executive and 
administration, accounting, indus- 
trial relations, international divi- 
sion, legal department, New York 
sales division, purchasing, and 
photolamp division. 

Fuller Brush Promotes Two 
Lester H. Carl has been ap- 

pointed assistant general manager 
of Fuller Brush Co., Hartford, 
Conn. A. O, Wittman, district su- 
pervisor in Minneapolis, has been 
named to succeed Mr. Carl as in- 
dustrial sales manager in Hartford. 

O’Keete’s Names Buddo 
Charles W. Buddo has been ap- 

pointed sales manager of O’Keefe’s 
Brewing Co., Toronto. He succeeds 
J. R. Maynard, who has been ap- 
pointed general manager. 
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Arnold Made Agency V. P. 
Charles B. Arnold has bee, 

elected vice-president and opera. 
tions manager for Mid-Continent 
Advertising Agency, Dallas. He 
was formerly a specialist in auto. 
motive accounts with the Houston, 
Chronicle. 

Flint Agency Names Haimann 
Flint Advertising Associates 

New York, has added Walter M 
Haimann, formerly with Jardine 
Liquor Corp., as an account ex. 
ecutive. 

What kind of President 

would Eisenhower make? 

The astonishing fact is: 

NOBODY 

KNOWS 

The second Eisenhower boom is on 

. .. Not yet formidable, but rumbling. 

The Gallup polls show Eisenhower 
is still far and away the most popular 
candidate the Republicans could 

pick. And the shrewdest political 
judges agree. 

Yet what do we really know about 
his measure as the man for the presi- 
dency? Astonishingly little. 

Harper’s asked one of the keenest 
political reporters of the times, Rich- 
ard C. Rovere, to make a critical 

appraisal of Eisenhower, as he did in 

a brilliant and widely discussed series 

in Harper’s, on candidates of the last 

election. 

His article in the May issue is a 

search for evidence that is evidence 

. .. a Scratching below the surface in 

records, books, speeches . . . a careful- 

assessment of what we do know. It 

shows Eisenhower is still surprising- 
ly close to a mystery. 

In 1948, no one knew whether he 

was a Democrat or a Republican. No 

one even knew whether he knew 

what he was. Since then, he has made 

bales of speeches, but what have they 

really told about the man who may 

soon be telling us and the world a 

great deal? 

Five tenderly patriotic books have 
been written about Eisenhower since 

1944. What do they do to clear up a 

twenty-seven year gap in the record? 

What do the war years tell us... 

his own “Crusade in Europe”? Was 
he an astute strategist . . . or were the 

great decisions Roosevelt’s? Or Mar- 

shall’s? Was he really the architect of 

political unity between bitterly op- 
posed factions . . . or did he show, in 

at least one incident, “an alarming 

political and military insularity?” 

What of the two years as university 

president? Have they been years of 

failure . . . or, as some reporters say, 
an eminent success? 

All these questions Mr. Rovere 

explores in earnest detail. For his 
own summing up, he pictures Eisen- 
hower as a standard American per- 

sonality with a standard American 
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Instant Tender Leaf 

Campaign Planned 
New YorK—Standard Brands 

will open a newspaper campaign 

for Instant Tender Leaf tea in 

seven marketing areas from Maine 

to Florida in June, with a premium 

offer of a full-size jar of tea free 
to anyone sending in a box-top 
or bag from any-brand of tea. 

The offer is being made to con- 
yince tea drinkers of taste, con- 

venience and economy advantages 
of Instant Tender Leaf tea, by 

encouraging comparison tests free 

of charge. 
Box-tops with name and ad- 

dresses are to be forwarded to Stan- 
dard Brands by the customer, who 
will receive a gift certificate ex- 

changeable for a free jar of Instant 

Tender Leaf. Standard Brands wil) 

redeem certificates from dealers 
at the regular retail price. 

Compton Advertising is handling 
the account. 

Sylvania Elects Balcom 
Sylvania Electric Products, Bos- 

ton, has elected Max F. Balcom, 
with the company since 1918 and 
treasurer since 1944, as chairman 
of the board, to succeed the late 
Walter E. Poor. Frank A. Poor, 
founder of Sylvania, was elected 
vice-chairman. 

Joins Patterson & Wittrup 
Lillian Maynard, an artist’s rep- 

resentative formerly with Law- 
rence Studio, has joined Patterson 
& Wittrup Studio, New York. 

Sherwin-Williams’ 

Super Kem-Tone 

Bows in Cleveland 
CLEVELAND—Sherwin-W illiams 

Co.’s Super Kem-Tone, new water- 

mix latex base interior paint, 
which went on sale yesterday 

(May 7) in the Cleveland market, 

will be supported by large scale 
newspaper advertising. 

The new paint, originally sched- 

mind, who appeals to the people as 
a world figure —a personage above 
party strife at a time when bickering 
between parties is obscuring vital 

public issues. He believes the gen- 
eral’s popularity is based on a dan- 
gerous confusion of categories . . 
the assumption that oustanding 
achievement in one job means out- 

standing promise for another. Yet he 

admits we can’t be sure: Eisenhower 
may be a “man of destiny” who will 

rise to the measure of the presidency. 

You may agree or not with the 

- on 

conclusions of this gifted journalist. 
But Rovere’s careful line-up of what 
we know and what nobody knows 

about Eisenhower will help you to a 
sounder appraisal of your own, as 
the whoop and holler begins to sound 
for the most popular candidate for 
the candidacy. 

Harper’s is the place where you’d 

expect to find a first questioning look 

. a thoughtful weighing of the 

known and the unknown. For Har- 
per’s has illumined men’s minds with 
a clear and impartial light on foggy 

issues for a full century. 

As Walter Lippmann once said, 
Harper’s is the place where ideas are 
hatched. It is read by people who 
value ideas and don’t mind being 

nudged now and then by a fresh, new 

notion. We call these people dealers 

in ideas, because they write, teach, 
preach, speak, edit, govern and man- 

age. Their personal ideas pass along, 

with authority behind them, and be- 
come public opinion. 

If you haven't read it yet, 
we'll be glad to send you 
the May Harper’s, 
with Richard H. Rovere’s article 
THE SECOND EISENHOWER Boom. 
Write for a copy 

Har 

Write for full details of 
Harper’s Centennial 

merchandising program 

... and the help of our 

merchandising staff in planning 
special events of your own. 

49 EAST 33rd STREET, NEW YORK 16, N. Y. 

How to Make a . 
Centennial Issue® 

One of the most important facts about the Centennial 
Issue of Harper’s in October next, is the way 

it will be put to work. 

In the magazine, the advertising pages will get 

extraordinary attention. They'll be part of the record of 

American industry's coming of age. They'll help to shape 

opinion, sell proud names and products. 

But more than that, they'll be the springboard for 

unusual product and public relations campaigns. 

For example . . . the special folder shown here is 
designed for reprinting your Centennial advertisement. 

Use it to impress a wide audience . . . with the full weight 

of Harper’s century of prestige behind it. Mail it, 

with a then-and-now message, to... 

. STOCKHOLDERS AND EMPLOYEES 

. DEALERS AND DISTRIBUTORS 

. POTENTIAL INVESTORS 

. VISITORS TO YOUR PLANT 

. . » MEMBERS OF CONGRESS 

. STATE LEGISLATORS 

. CLUBS AND ORGANIZATIONS 
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uled for a national campaign, has 
been curtailed by a shortage of a 
chief ingredient. 

Sherwin-Williams has deferred 
a national campaign for Super 
Kem-Tone until fall, when full 

production is expected. Fuller & 
Smith & Ross is the agency. 

The new paint is emphasized as 
washable. Tests show it standing 
up under repeated washing even 

better than oil paints. Stressing 

ease of application, S-W says it 
goes on more evenly than regular 
Kem-Tone, especially in deep col- 

ors. The price is $1 more per gal- 
lon. 

Houston Joins ‘Argosy’ 
Harry P. Houston, formerly West 

Coast manager of the Fawcett 
Publications, “has been appointed 
West Coast representative of Ar- 
gosy, and will make his head- 
quarters in Los Angeles. 

Grant Adds Metzger 
Grant Advertising, New York, 

has appointed Charles F. Metzger, 
formerly with Vick Chemical Co., 
to the copy staff. 

In 1925 the first motion pic- 
ture film was successfully 
transmitted by a television 

signal. 

* 
Blair-TV Inc. was the first 
exclusive representative of 
television stations. The first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 

clusive representation, 
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Appoints Richard Dunn Richard M Duna, formerly ABP Presents Awards for 24 Series 

of Ads in Industrial Publications 

dio and TV producer-director of 
N. W. Ayer & Son, has been ap- 
pointed manager of the radio and’ 
television department of Stockton- 
West-Burkhart, Cincinnati. He will 
make his headquarters in the New 
York office, to be opened about 
June 1. At Ayer, Mr. Dunn also 
served as assistant program and 
talent buyer and office manager of 
the radio and TV department. 

Smalley Appointed V. P. 
H. L. Smalley has been named 

vice-president in charge of sales 
of Harbison-Walker Refractories 
Co., New York. He has been with 
the company for 28 years, most 

(Picture on Page 53) 

services, in a national contest 
which has been sponsored annually 
for the past eight years by the 
ABP. 

s The winners were selected by a 
panel of 18 judges, all of whom are 

presented by the ABP during a executives in the fields of purchas- 
St. Louis—The Associated Busi-' regular luncheon meeting of the ing, production and advertising, 

ness Publications presented awards 
here last week to 24 manufacturers 
and their agencies for the excel- 
lence of their advertising cam- 
paigns that appeared in industrial 

publications during 1949. A fort- 
night earlier, in New York, ABP 

gave awards for campaigns in 

merchandising papers (AA, April 

24). 

Managers Bureau, American Mar- 
keting Association, Women’s Ad-'the basis of the effectiveness of 
vertising Club and Junior Adver-| its use of space in industrial publi- 
tising Club. 

The winning campaigns were institutional papers. 
selected from 475 entries, adver- 

Advertising Club of St. Louis, under the chairmanship of Oak- 
which was attended also by mem-| leigh R. French, president of Oak- 
bers of the local chapters of the leigh R. French & Associates, St. 
Industrial Marketing Club, Mar-| Bac agency. 

Each campaign was selected on 

cations, including professional and 

The first award winners and 

Advertising Age, May 8, 1958 : 

Linear Inc., Philadelphia, hans 
dled by Aitkin-Kynett Co.; Shakes 
proof Inc., Chicago, handled by 
McCann-Erickson; Westinghougs 
Electric Corp., Pittsburgh, hans 
died by Fuller & Smith & Rossi 
Monsanto Chemical Co., St. Louigt 
handled by Gardner Advertising: 
Detroit Steel Products Co., Deu 
troit, handled by Fuller & Smith @ 
Ross; and R. G. Le Tourneau IneJ 
Peoria, Ill., handled by Andrews 
Advertising Agency. 
Among speakers at the luncheon 

were James R. Kearney, president 

James R. Kearney Corp., a formemmy 

president of the National Indugal 
trial Advertisers Association; Mr 
French, and C. B. Larrabee, press recently as assistant to the vice-| 

president. The industrial paper awards were | tising a wide range of products and | their agencies were: ident and publisher of Printerg! 
Ink. 

P For advertising of operating and mainé 
ae : tenance parts and materials: E. I. du. 

3 Pont de Nemours & Co., electrochemical 
department, Wilmington, Del., handled 

hes Long Island City, N. Y., via Grey Adver- 
tising Agency. 

For advertising of fabricating parts 
and materials and containers and packag- 

ing supplies: Carnegie-Illinois Steel Corp., 

Pittsburgh, by BBDO; Gaylord Container 
Corp., St. Louis, by Oakleigh R. French & 

Associates; International Resistance Co., 

Philadelphia, by John Falkner Arndt & 
Co. 

For advertising of machinery and equip- 
ment: R. G. Le Tourneau Inc., Peoria, 
Ill., by Andrews Advertising Agency; 

Neptune Meter Co., New York, by W. L, 

Towne Advertising; the Ohio Crankshaft 

Co., Cleveland, by Carr Liggett Adver- 
tising. 

t Platoon 
Ce 

th Engrs- i : 

_ Wil comrad get in touch with 
an durin St. 

Pees, 20 

N. H. @ For advertising primary and process 
materials: Armour & Co., Chicago, by 
Foote, Cone & Belding; E. I. duPont de 
Nemours & Co.’s nitrogen products sec- 

tion, polychemicals department, handled 

by BBDO; Portland Cement Association, 

Chicago, by Roche, Williams & Cleary. 
For advertising construction and en- 

gineering materials: E. L. Bruce Co.,, 

Memphis, no agency; Elastic Stop Nut 

Corp., Union, N. J., by G. M. Basford 

Co.; C. D. Johnson Lumber Corp., Port- 
land, Ore., by Mac Wilkins, Cole & We- 

Probably not, for among America’s 16,000,000 Veterans only a 

few—perhaps less than 200 men—are in a position to help in 

the solution of Mrs. P.’s problem. Yet more than 50 of these men 

responded to the above notice which was set in 6 point type and 

appeared on page 36 of the January issue of THE AMERICAN 

LEGION MAGAZINE. 

ber. 
For institutional advertising and ad- 

vertising of services and groups: Con- 

tainer Corp. of America, Chicago, by N. 
W. Ayer & Son; Franklin Process, Pro- 

vidence, R. I., by George T. Metcalf 
Co.; and the Koppers Co., Pittsburgh, by 
BBDO. 

Maxwell House Names Smith 
General Foods Corp., New York, 

has appointed Robert O. Smith, 
previously with Benton & Bowles, 
as field promotion manager of the 
Maxwell House division. 

Greenthal Adds Kessler 
Monroe Greenthal Co., New 

York, has added Bennet C. Kess- 
ler, formerly with Joseph P. 
Schneider Advertising Co., to the 
copy department. 

NOTE TO MEDIA RESEARCH MEN... 

What Mrs. P. actually did was to test the 

readership and influence of THE AMERI- 

CAN LEGION MAGAZINE on an arbitra- 

rily selected precision sample of 200 of 

America’s 16,000,000 

Veterans. Set your own 

NOTE TO AD MANAGERS... 

AND AGENCY MEN... 

Here is a lesson in media selection from a New 

England housewife. She wanted to talk to 

men. She selected a magazine with the world’s 

largest male circulation. To Mrs. P., it was 

August Gets Transcast Post 
Ray S. August has been ap- 

pointed general manager of Trans- 
cast Corp., bus-radio advertising 
medium in Boston. Mr. August 
was treasurer of the Statler Health 

that simple. System. 
interpretation on what 

her findings mean, in 
TO ADVERTISERS MOVED 

terms of readership and RECENTLY? 

market penetration, for 

advertisers in THE 

AMERICAN LEGION 

MAGAZINE. 

It may not be so simple, but if you have some- 

thing to say to men—you can say it to more 

men with better results, more economically, in 

THE AMERICAN LEGION MAGAZINE. 

lf you have moved, tell us 

about it, won't you? Your 

weekly copies of ADVERTIS- 

ING AGE will not follow you 

unless we have your new 

address immediately. Make 

sure you don't miss a single 

important issue .. . and help 

us make the correction as 

speedily as possible by giv- 

ing us your old address too. 

AMERICAN LEGION MAGAZINE 
N. MICHIGAN AVE., CHICAGO, 1, 

ro 
ADVERTISING AGE, Circulation Dept. 
200 E. Illinois St., Chicago 11, Ill. 
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Subscription Order Form... 
Please enter immediately my subscription to 

Advertising Age for 
[] One Year at $3.00 [] Two Years at $5.00 [7] Three Years at $6.00 

Payment enclosed Bill me later Bill my firm 

on 
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In marketing areas that account 

for 40% of the total U.S. retail sales. 

If an advertisement is to pull, it must reach families 

that buy. The families in 12 states in the First 3 Markets 

area account for over 40% of all the U.S. retail sales. 

First 3 Markets group reaches 42% of all these families. 

FIRS 
MARKETS GROUP 

New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 * 

New York Sunday News 

Chicago Sunday Tribune 

Philadelphia Sunday Inquirer 

Rotogravure « Colorgravure 

Picture Sections « Magazine Sections 

Chicago 11, 1lt., Tribune Tower, SUperior 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 17, Cal., 1127 Wilshire Blvd., MIChigan 0578 
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First ‘ai th Men Who iia te Know 

of the Columbia Broadcasting System and narrator of “I Can 
Hear It Now,” has become one of the outstanding news men of 

First 
Frequent features in NEWSWEEK are Special Reports on 

subjects of outstanding importance. The NEWSWEEK Report, Taxes: How. 

- from readers in every aah of life. Other recent Special Reports on 
Railroads, Puerto Rico's Economy, and Old Age Pensions, all brought 
floods of similar Current surveys show that educators, econcmists, 

Fir for Selling to High- 

Your advertising reaches nie high-income families per dollar in 
NEWSWEEK than in any other magazine. That's why railroads, for 
example, used more pages in NEWSWEEK last year thon i in Time, Life, 



McConnell Boosts 3 

J. E. McConnell Jr. has been 
named as a managing director of 
McConnell, Eastman & Co., To- 
ronto. He will manage the Toronto 
office. Since 1945 Mr. McConnell 
has been vice-president and man- 
ager of the Montreal office. J, M. 
Eastman has been appointed a vice- 
president and chairman of the plan 
and merchandising board, and Don- 

Coutts is now a vice-pres- 
ident. 

Elgin American Names Ageacy 
Stewart-Bowman-Macpher- 

son, Toronto, will direct future 
advertising for Elgin American of 
Canada, the watchmaking concern 
located in Toronto, Media will in- 
clude trade journal advertising. 

Maitland Products Names 
Ad Consultant and Agency 

Maitland Products, Port Wash- 
ington, L. L., has appointed Morgan 
Reichner Inc., New York, as sales 
and advertising consultant for the 
introduction of Maitland’s home 
car washer and Maitland’s car 
wash. 

Advertising for the two new 
products will be handled by Rob- 
ert Conahay & Associates, New 
York, in national magazines, news- 

papers, business papers and direct 
mail. 

Keelor & Stites Names V. P. 
John T. Nolan Jr. has been ap-_ 

pointed a vice-president of Keelor 
& Stites Co., Cincinnati. 

8x10 genuine glossy photos 
in quantities 

FOR ALL PURPOSES 

clear, crisp Prompt Delivery’ 

EASY CHART —Sixe PHOTO- 
MATIC CO. 
Ph: WH itehell 4-2930 
53-59 E. Illinois St. 
Chicage 11, Illinois 

Spark-O-Liner Corp. 

Opens New Drive 

for Filter Device 
MINNEAPOLIS—Spark-O-Liner 

Corp. has launched a new con- 
sumer campaign in The Saturday 
Evening Post for its popular price 
model “P” cooling system filter for 
light trucks and cars. 

The filter contains a replace- 
able chemically active element, 
which cleans the water, breaks up 
sludge and rust and filters such im- 
purities out of the cooling system. 

Half-pagé b&w ads will drama- 
tize “hidden overheating,” the 
enemy of automobile engines. 
Summer copy will stress the ad- 
monition, “don’t burn up.” 

The ads will be merchandised to 
150,000 garages, service stations, 
jobbers, fleet owners and car 
dealers through direct mail. Pre- 
prints of each insertion will be 
mailed monthly. 

Erwin, Wasey & Co. is the 
agency. 

American Home Products 
Boosts Sales, Ad Budget 

Alvin G. Brush, chairman of 
the board, American Home Prod- 
ucts Corp., told the company’s 
annual meeting that sales 
during the first quarter of 1950 
were well ahead of volume dur- 
ing the same period last year. Pro- 
fits were about the same, however, 
largely because of an increased ad- 
vertising budget. 

Mr. Brush said that the company 
plans to continue its advertising 
and promotional program, spend- 
ing “considerably more’. than in 
past years. All officers of the com- 
pany were reelected. 

WIJIM-TV Joins Networks 
WJIM-TV, Lansing, Mich., has 

affiliated with American Broad- 
casting Co., Columbia Broadcast- 
ing System and National Broad- 
casting Co. The station was sched- 
uled to start operations April 30. 

Artists’ Guild Opens Club 
Artists’ Guild of Chicago Inc. 

has opened new club rooms 
on the mezzanine of the St. Clair 
Hotel, 162 E. Ohio St. 

Sales are not bottled up when you use the Pittsburgh 
Post-Gazette—It sells the entire Pittsburgh Market! 

Three million people live within a 50- 
mile radius of Pittsburgh—two million 
of them surround Pittsburgh’s ABC 
city zone—only one million live inside. 
Your sales manager gears his sales 
plans to this pattern. You can gear 
your advertising plans to the same pat- 
tern by using the Post-Gazette. It alone 

REPRESENTED NATIONALLY BY MOLONEY 

gives effective coverage both inside and 
outside Pittsburgh's ABC city. It per- 

mits you to route your advertising as 

your sales manager routes his salesmen. 

é 

POST-GAZETTE 
REGAN & SCHMITT 

*Indicates first listing in this column, 
May 7-8. Advertising Managers As. 

sociation of Wisconsin Daily Newspapers, 
Schroeder Hotel, Milwaukee. 

*May 10-13. Controlled Circulation 
Newspapers of America Inc., annua! con- 

vention, French Lick Springs, Ind. 

May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 
May 14-17. National Newspaper Promo- 

tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 
*May 18-19. National Business Publica- 

tions, spring meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 18-20. National Association of 

Transportation Advertising, annual meet- 

ing, Edgewater Beach Hotel, Chicago. 
May 22-23. Inland Daily Press Associa- 

tion, spring meeting, Congress Hotel, Chi- 
cago. 
May 22-24. National Sales Executives 

National Distribution Congress, Masonic 
Temple, Detroit. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 
June 9-11. California Newspaper Ad- 

vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 
June 16-17. Pennsylvania Newspaper 

Publishers’ . Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

*June 26-28. Newspaper Advertising Ex- 
ecutives Association, summer meeting, 
Waldorf-Astoria, New York. 
June 29. National Association of Mag- 

azine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1, National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 

ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

*Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 

America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

Robb Joins Calkins Agency 
Robert W. Robb, formerly of 

N. W. Ayer & Son, has joined Cal- 
kins & Holden, Carlock, McClinton 
& Smith, New York, as director of 
public relations. 

“Modern Industry’ Moves 
Modern Industry, published by 

Magazines of Industry, has moved 
to new quarters at 400 Madison 
Ave., New York. 

MILLION 
NEGROES 
MUST EAT AND DRINK 
And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Adve: in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United 

NOTE: We now have facts complied by the 
* Research Co. of America on brand 

preferences of Negroes from coast to coast, 
the only study of Its kind ever made, Write now 
for this free information, 

Advertising Age, May 8, ™ 
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Nearly 30 per cent of the families in 

Philadelphia now own TV sets—boosting Philadelphia 

even above New York percentagewise. 

For many other important reasons Philadelphia’s 

WCAU-TV cannot be overlooked by advertisers. 

By those who want to do supplementary testing outside 

New York... or by those who want primary, 

low-cost testing in a market that is large, 

yet compact enough for easy control. 

This is because Philadelphia is a city of homes. 

And families spend more time at home. Philadelphia has 

won more viewers per set, too, to give you the 

most for your testing dollar. 

The competitive situation in Philadelphia is 

right. There are two other TV stations. 

That’s competition enough to give you complete confidence 

in your WCAU-TV testing results. 

The advertiser with a limited budget gets low-cost 

testing and mass market results. 

The advertiser with more to spend can test a market 

outside of New York that is a great deal /ike New York. 

WCAU-TV is the logical station for testing this 

great Philadelphia market. ... WCAU-TV’s transmitter 

is in downtown Philadelphia for the most powerful 

signal and best picture in the area of densest population. 

..- WCAU-TV is tops in local programming— 

produces more hours of programming than Philadelphia’s 

other TV stations*. ... WCAU-TV has more 

sponsored time than either of Philadelphia’s other 

TV stations. ... WCAU-TV is a CBS affiliate, 

which means you get the top talent in television. 

To do the job right, Philadelphia’s WCAU-TV offers the 

least expensive TV testing medium in the country today. 

* Telepulse 

THE PHILADELPHIA BULLETIN STATION 

CBS AFFILIATE 

Test the “city with est in the city of antennas wit 
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great new 

other magazine 

offer 
QUICK rates will remain firm | 

for 1950 for schedules starting 

before August 1... regardless 

of continuing circulation growth. | 
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QUICK, with its alert, _ 
| news-reading audience, has a 

a newsstand circulation = 
greater than all other news wee 
magazines combined! 

Cover-to-cover readership 

due to entirely new editorial : 

concept . . . assuring 

“spotlight” visibility for every 

advertisement. Positions 

available opposite full 

editorial pages. 

The fastest closing of any 

major circulation magazine 

in history! 2 weeks closing 

before actual “on sale” 

date for black-and-white 

and 2-color advertisements. 

__ THE POCKET NEWS MAGAZINE THAT SAVES YOUR TIME 

GARDNER COWLES, EDITOR 
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Hotpoint Tells 

How Advertising 

Sparked Growth 
Integrated Program a Big 

Factor in Company’s Rise 

to 3rd Place in Industry 

By JAcK GRAHAM 

Cuicaco—Just after the war, 

Hotpoint Inc. found itself ranking 
ninth in sales among the nation’s 
leading electric appliance makers. 
Today the company’s sales are 
topped only by big General Elec- 
tric (of which Hotpoint is an affil- 
iate) and General Motors’ Frigi- 
daire division. 
Much of the credit for Hot- 

point’s meteoric rise in the elec- 
trical appliance field during the 
past three years must be credited 
to advertising, W. E, Macke, Hot- 

point merchandising manager, told 
AA. 

“Advertising and merchandising 

have been most effective,” Mr. 
Macke said, “with the result that 

this year more than $9,000,000 will 

be spent to advertise and promote 
Hotpoint appliances.” 

s The trouble with most appliance 
advertising before the war, Mr. 
Macke points out, was that it tried 
to cover too broad a range, and 

as a result failed to concentrate 
on its best potential markets. Also, 
he adds, the ads themselves tried 
to show too many different ap- 
pliances. 

Following the war, Hotpoint de- 
cided to introduce two new ele- 
ments into its appliance adver- 

tising: (1) screening of publica- 
tions, so that advertising could be 
concentrated in those which 
reached the greatest potential mar- 
ket; and (2) use of color spreads 
to give added impact to the initial 
ads in a campaign. 

Screening of publications led to 
an integrated advertising program, 
Mr. Macke explained, which 

Can Gea 
Salesman with a 
VIEWMASTER 

The Easel Portfolio That Dis- 
plays One Sheet at a Time 

ipped ov . Special con- 
struction allows to lie 
fectly flat without expensive 
hinging. Loose leaf. 

Simply lift Viewmaster by the front 
cover and the automtatic easel sets 
it up firmly. 

Carried in stock in four sizes. 

SEND FOR FREE FOLDER 

Sales Jools, INC, 1220 W. MADISON, CHICAGO 7 

HOTPOINT—W. E. Macke (left), merchandising manager of Hotpoint Inc., and R. 
S. Holtzman, advertising manager, review plans for their 1950 merchandising pro- 
gram, which means an expenditure of $9,000,000. This program is given a large 
share of the credit for Hotpoint’s rise from ninth to third place in the appliance 

industry. 

works as follows: A color spread 
featuring a product is scheduled in 

Life (Hotpoint’s new refrigerator is 
featured in the May 8 issue), while 
at the same time promotional ma- 
terial and local cooperative ad 

suggestions are sent to Hotpoint’s 

100 distributors and 13,000 dealers. 
Two weeks after the initial Life 

ad, a color spread is scheduled in 
The Saturday Evening Post, fol- 
lowed by one in Betier Homes & 
Gardens. At this stage of the cam- 

paign, a_drive for still another 
product is started, with a spread 
in Life, and the same procedure 
is followed. While local-level ad- 
vertising continues, Hotpoint fol- 
lows its three-spread “spearhead” 
drive with page color ads in ser- 
vice, shelter and farm magazines. 

@ Each of the initial color spreads 
has a two-fold purpose—to pro- 

mote the particular appliance fea- 

tured and to promote the Hot- 
point name. Also, each ad (unless 

it is for a new product) plugs two 

other Hotpoint appliances, besides 
the one featured. 

In new product ads, features of 
the new appliance are promoted 

instead’ of other products. 
Backing up this concentrated 

consumer advertising campaign is 

a cooperative dealer program, 

whose size can be judged by the 
fact that almost 45% of this year’s 
$9,000,000 to be disbursed for ad- 
vertising will be spent at the local 
level. In this phase ‘of the com- 

pany’s advertising, particular em- 

phasis is made on timing. Dealers 
are kept informed as to when na- 
tional ads will appear, and partic- 

ular stress is laid on having local 
ads appear at such a time that 

they will integrate with national 

ads to achieve the maximum pos- 

sible effect. 

a To emphasize the importance of 
proper timing in campaigns, as 

well as to give dealers and dis- 

Advertising Age, May 8, 1956 

tributors the complete year’s ad- 
vertising picture, Hotpoint holds 
annual meetings. These meetings, 

called “Spark Pluggers,” are at- 
tended by advertising and promo- 

tion managers, and have been ef. 
fective in securing dealer and dis- 
tributor cooperation in both adver. 
tising and merchandising. 

“They get a look at the over-all 
integrated picture for the year,” 

Mr. Macke said, “‘so they can start 

making their own plans quite a 

while in advance.” 

Hotpoint’s trade advertising is 
broken down into several different 
phases, with the first one aimed 

at dealers. Here again, as in its 
consumer ads, Hotpoint has tried 
a new approach. Instead of bom- 
barding the dealer with a list of 
the publications which the com- — 
pany is using to aid him in his 

selling, the ads approach the dealer 
on a down-to-earth basis and at- 
tempt to cement company-dealer 

relations. At the same time, these 

ads are designed to point out to 

dealers (and to non-dealers who 
might be interested in carrying 
the Hotpoint line) the year-round 

advantage of selling Hotpoint’s 
complete line of appliances. The 
bulk of this advertising is sched- 
uled in Air Conditioning & Refrig- 
eration News, Electrical Dealer, 
Electrical Merchandising and Re- 
tailing Daily. 

w Another phase of the trade ad 
program consists of “key account” 
advertising, which plays up the 

fact that a certain large merchan- 
diser or department store has 
switched to Hotpoint, i.e., it now 
carries the Hotpoint line ex- 

clusively. These ads, Mr. Macke 

pointed out, have had a double- 
edged effectiveness—they create 
good will on the part of the dealer 
mentioned in the ad, because of 

the added publicity, and they give 

the company’s products added 
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dvertising A 

PRODUCT BOWS, ON ITS SIDE—Hotpoint Inc., with this full- 
color spread in the current issue of Life, introduces its new 

Quality Appliances 

POR THE FINEST—FiRsT! 

"SUPER GY HOTPOINT 

refrigerator with storage space in the door. The ad will also 
run in the May 20 Saturday Evening Post. 

prestige by calling the “switch” 
to the attention of others in the 
trade. 

Still another aspect of the trade. 
program is aimed at getting utili- 
ties back into appliance retailing. 
These ads do not concentrate on 
selling Hotpoint products, but in- 
stead offer an analysis of the 
revenue building values that sale 
of electric appliances offers to util- 
ities. 

The final phase of trade adver- 
tising appears in publications going 
to architects, builders, and 
plumbing and heating engineers. 

Here the stress is on specifying the 
entire Hotpoint line, i.e., to in- 
stall an all-electric kitchen and 

laundry. This type of ensemble 
selling, Mr. Macke said, was pio- 
neered by Hotpoint after the war, 
but is just now reaching its full 
potential, now that backlogs have 

been filled and material shortages 
eased. 

# Radio and television are not as 
yet strong components of Hot- 
point’s advertising program. The 
company started in both fields last 
year with a Thanksgiving Day TV 

show, following with radio dramas 
presented on special holidays. The 
radio shows will be continued, Mr. 
Macke said, while television is still 
in the planning stage at Hotpoint. 

In addition to its comprehen- 

sive advertising program, Macke 
continued, Hotpoint has a number 
of departments whose work, in 
conjunction with advertising, make 

possible an integrated merchan- 

dising program. They are: 
1. The sales promotion depart- 

ment, which works out sales man- 

agement and area selling programs. 

This is the key section when it 
comes to insuring the most ef- 
fective timing of campaigns. 

2. The sales training depart- 

ment, which teaches (1) basic 
sales technique and (2) specific 
product selling. 

3. The kitchen planning depart- 
ment, which designs complete all- 
electric kitchens and laundries for 

home installation. 
4. The Hotpoint Institute, which 

tests appliances to determine 
proper methods for use and care, 
and also maintains a field staff to 
train home economists and to teach 
appliance demonstration tech- 

niques. 

5. The displays and exhibit de- 
partment, which sets up special 
store and window displays for ma- 
jor appliance dealers. 
Maxon Inc., Chicago and De- 

troit, handles all of Hotpoint’s na- 
tional consumer advertising, while 
J. R. Pershall Co. here handles 
all trade advertising. 

Casler, Hempstead & Hanford, 
Chicago, is the agency for Hot- 

point’s commercial cooking equip- 

ment division, which handles ap- 

pliance sales to hotels, restaurants 
and institutions. 

Appoints Honig-Cooper 
Honig-Cooper Co., Seattle, has 

been named to direct the advertis- 
ing of Pacific National Bank, Seat- 
tle. Seattle. dailies will be used, 
plus trade publications and tele- 
vision spots. 

Cortilet Named V. P. 
M. P. Cortilet, manager of sales 

of the central division of American 
Can Co., has been named vice- 
president in charge of that division, 
in Chicago. He succeeds G. H. Kel- 
logg, who has retired. 

Kelray Retains Sackheim 
Ben Sackheim Inc., New York, 

has been retained to handle the ad- 
vertising of Kelray Knitting Mills 
Inc., manufacturer of children’s, 
misses and women’s knit rayon 
underwear. 

Gaylord Printing Co. Sold 
Gaylord Printing Co., Toronto, 

has been sold to Archie C. Caisley, 
sales executive of Photo-Engraving 
and Electrotypers, Toronto. Mr. 
Caisley will personally operate the 
concern. 

Retailers, Labor 

on Speakers List 

for AFA Meeting 
New YorK—How manufacturers, 

retailers and labor look upon ad- 

vertising will be the major sub- 
ject featuring the opening day of 
the 46th annual convention of the 
Advertising Federation of Ameri- 
ca, May 31 through June 2, at the 
Hotel Statler, Detroit. 

Leaders from each of those fields 
will participate in a three-way dis- 
cussion. These include: L. B. Sap- 
pington, vice-president and gen- 

eral merchandise manager, J. L. 

Hudson Co., Detroit, whose subject 
will be “The Retailer Unburdens 
Himself”; Stewart Meacham, as- 
sistant to the president, Amal- 

gamated Clothing Workers of 
America, CIO, New York, who will 
talk on “A Labor Union Becomes 
a National Advertiser”; and W. 
Paul Jones, president, Servel Co., 
Evansville, Ind., who will discuss 
“When Advertising Gets Results.” 

William F. Hufstader, vice-pres- 
ident and director, distribution 

staff, General Motors Corp., De- 
troit, will be a speaker at the an- 
nual dinner, as also will be Paul G. 
Hoffman, ECA administrator. 

mw Speakers representing the ma- 
jor media, government, national 
advertisers, agencies and educa- 
tional interests will participate at 

other sessions of the convention. 
Awards will be made to Adver- 

tising Clubs which have carried on 
programs of outstanding merit 

during the previous year. Presen- 
tation of the “Advertising Woman 
of the Year” award will be made as 
well as announcements of elec- 

tions to Advertising’s Hall of Fame. 

Elliott Shumaker, general ad- 
vertising manager of the Detroit 
Free Press, is convention chairman. 

Everybody eats. The idea is to get them to 

eat your food product —lots of it. And you can. 

Just use ““The Housewives’ Protective League’’ 

on the table 
It’s been tried and found wonderful! 

By more than 159 big food companies who 

were among the advertisers using the HPL dur- 

ing the past year. Their day-by-day success 

stories are dollars-and-sense proof that the 

Testers’ Bureau”—a panel of local house- 

HPL is radio’s most sales-effective partici- 

pating program for food advertisers. 

In 10 of the country’s best markets! 

You can qualify for HPL sponsorship by sub- 

mitting your product for testing by the “HPL 

wives. Then, once it’s approved, you’re on 

the air. And walking on air. Because house- 

wives have such complete confidence in every 

word said about HPL-sponsored products that 

they buy. And keep on buying. 

To put your product on the tables of your 

customers in 10 big markets—where 13,272,- 

gram for food advertisers... 

THE HOUSEWIVES’ 

PROTECTIVE LEAGUE 

485 Madison Avenue, New York City, N.Y. 

THE TEN HPL MARKETS: New York (50,000-watt wess), Philadel- 
phia (50,000-watt weau), Washington (50,000-watt Rich- 
mond (50,000-watt wrva), Minneapolis-St. Paul (50,000-watt 
weco), Chicago (50,000-watt wesm—The Paul Gibson Show), 

St. Louis (50,000-watt kmox), 
Francisco (5,000-watt Kcas), Los Angeles (50,000-watt Knx). 

950 radio families live—put your product on 

radio’s most sales-effective participating pro- 
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New York—“Big 6” is 100. It is 
telebrating its centennial this 
eek. 
From last Friday (May 5) until 
ext Sunday (May 14), Typo- 

@eraphical Union No. 6, better 
own in the newspaper and print- 

meueng industries as Big 6, will ob- 
meerve the 100th anniversary of 

ts founding. Its centennial ban- 
yuet Saturday night was attended 
by Governor Dewey of New York, 

by scores of federal, state and 
unicipal officials, and by vir- 

mually everybody of note in the 
local graphic arts field. 
As Francis G. Barrett, president 

bf Big 6, pointed out in a special 
nterview with AA last week, the 
istory of this union is an epitome 

bf the labor movement in the 
United States, although Big 6 was 
hot the first organization of print- 
irs in New York. 

“Big 6 inherited the traditions 
bf the earlier trade union move- 
ments in this country,” Mr. Bar- 
rett said, “and is the result of an 
bvolutionary development.” 
Its present membership of 10,000, 

Which has a basic wage scale of 
590 a week in job shops, and $99 
m newspaper offices for a 7% 
hour workday, and which enjoys 
humerous benefits provided by 
he union, is quite a different or- 
ganization from the one of 1850. 
At that time the membership was 

'6, There was no basic wage. Com- 
bositors were paid from $6 a week 
n job shops to $12.50 in the best 
peWspaper offices for a workday 
hgt varied from 12 to 16 hours. 
[here were no pensions, no sick 
x death benefits, no apprentice 
raining system, and no methods 
of collective bargaining. 

me But as the president of Big 6 
lays, “the founders of the union 
profited by the experiences of ear- 
jer trade unionists, which date 
pack te colonial times.” 

™ The first successful printers’ 
trike in America was during the 
American Revolution. A small 
group of journeymen employed by 
he New York Gazette, published 
»y John Rivington, King’s printer, 

mixed upon a wage scale and sub- 
nitted it to Rivington. Times were 

New York's Big & 
Hits Century Mark 

hard and provisions scarce because 
the city was occupied by British 
troops. Rivington’s refusal to grant 
higher wages brought on a strike 
which the men won because of 
Rivington’s commitments and the 
shortage of printers in the city at 
the time. Having won their de- 
mands, the group disbanded. 

In 1794 the Typographical So- 
ciety was organized in New York 
but disappeared after two and a 
half years. 

@ The Franklin Typographical As- 
sociation was the third union ef- 
fort in New York. In 1800 it pre- 
pared the first complete wage scale 
ever adopted by New York printers 
and called a strike to enforce it. 
It successfully demanded 25¢ per 
1,000 ems for pieceworkers, $7 a 
week in book and job shops, and 
$8 a week for newspaper com- 
positors. 

An epidemic of yellow fever in 
New York in 1803 depleted the 
ranks of the union and exhausted 
its treasury. The following year 
the association was dissolved. 

In 1809, the year James Madison 
succeeded Thomas Jefferson as 
President of the United States, 
the Typographical Association of 
New York was organized. It fixed 
wage scales, set up rules for ap- 
prentices and issued traveling cards 
to its members. It fought child 
labor and unsanitary work shops; 
crusaded for higher standards of 
workmanship and for decent work- 
ing hours. In 1832 it instituted the 
chapel system of shop administra- 
tion, and was the first group in 
the country to urge the establish- 
ment of a national union. 

s Among its more illustrious mem- 
bers were Samuel Woodworth, who 
wrote “The Old Oaken Bucket”; 
George P. Morris, author of “Wood- 
man, Spare That Tree!”, and Thur- 
low Weed, who later attained na- 
tional attention both politically and 
as editor and publisher of the Al- 
bany Evening Journal. 

The panic of 1837 and a damag- 
ing and unsuccessful strike in 1840 
weakened the association. The in- 
terest of members waned and in 

1847 it was reorganized for charit- 
able and benevolent purposes—and 

mekors of printing plates 

ar: 

4 electrotyping 
nickeltyping 

all kind red processes 

BROS. 
626 S. FEDERAL ST. Phone HArrison 7-4020 CHICAGO, ILLINOIS 

lost its effectiveness as a trade 
union. 
A printers’ strike in Boston led 

to the creation of Big 6. New York 
journeymen met to discuss Bos- 
ton’s call for help, and the idea of 
a new local union was born. On 
Jan. 12, 1850, the New York Print- 
ers’ Union was formed and a con- 
stitution adopted. On Jan. 19 it 
admitted 36 members and elected 
Horace Greeley, editor and pub- 
lisher of the New York Tribune, as 
its first president. Greeley, a for- 
mer journeyman printer, enjoyed 
a national reputation both as an 
editor and as the most eloquent 
advocate of the time for the rights 
of labor. 

# It is interesting and illuminating 
to recall some of the other memor- 
able things connected with that 
eventful year. The United States 
was then torn by dissension over 
slavery. The census of 1850 showed 
a population of 23,191,876, of which 
about 7% were slaves. 

In 1850, the Post Office Depart- 
ment reported a profit of $369,- 

986, and proposed reducing or- 
dinary letter postage from 3¢ to 
2¢; the New York Times and 
Harper’s Magazine were started; 
California was admitted into the 
Union as the 3ist state; immigra- 
tion from Europe was at the rate 
of 1,000 a day; and Samuel Gom- 
pers, founder of the American 
Federation of Labor, was born. 

Big 6 got its present name in 
1852 at the national convention 
of journeymen printers in Cincin- 
nati when the International Ty- 
pographical Union was created. 
Because there was no way to de- 
termine which of the 14 local 
unions represented should be hon- 
ored with the first charter, it was 
agreed to draw numbers from a 
hat. The New York delegate drew 
No. 6. 

s “From the day it was organized,” 
Mr. Barrett told AA, “Big 6 has 
never relaxed in its fight to im- 
prove the lot of its members. When 
the union was formed, the average 
life-span of printers was about 
28 years. A combination of long 
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hours, noxious vapors and drafty 
shops located in damp, sunless 
cellars killed off most printers 
at an early age with consumption. 
Today the average age of printers 
at death is 66.6. 

“The union has always con- 
sidered good permanent working 
conditions more important than 
wages, which will vary with the — 
economic climate,” Barrett said. 
“Strikes have been called several 
times to improve working con- 
ditions, seldom just for higher pay. 
The net result of this consistent 
attitude is that New York printers 
have some of the finest working 
conditions of any craft in Ameri- 
can industry. 
A number of bitter strikes 

marked the first 50 years of Big 
6’s existence. Among the more 
celebrated of these were: 

= The Tribune strike in 1864, 
when the union clashed with its 
first president, Greeley, over the 
insertion of a classified adver- 
tisement for compositors placed in 
the Tribune by the Times. Wages 
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matters of dispute. Greeley com- 

and shop grievances also were 

plained editorially in the Tribune 
on Aug. 20 against the unfair 

treatment of his compositors, and 

protested vigorously against “the 
skulking assassins who dog the 
homeward steps of our new jour- 
neymen in the small hours of the 
night, in order to fall upon them 
unawares in some dark corner.” 

After several weeks the issues in 
controversy were submitted to 
arbitration and a compromise 

settlement was effected. But in 
that same year the union lost its 
strike against the Times. 
During the Civil War the union’s 

membership was 507, and by 1869 
it had increased by 600%, largely 
among compositors in job shops. It 
attempted to raise wages in job 

shops from about $18 to $20 for a 
work-week of 59 hours, and news- 
paper compositors’ wages about $2 
to $3 a week. 

This led to a series of strikes, in 
most of which the union was op- 
posed by an association of em- 
ploying printers called the Typo- 

thetae, which first raised the 
charge that the union was driving 
business out of New York. 

a With the general introduction 
of machine typesetters, 1890-1894, 
the first scale for machine com- 
position was formulated. This did 
away with piecework and stipu- 
lated that “in machine composition 
all work must be time work.” 
Night compositors were to receive 
$27 for six eight-hour days a 
week, and day compositors $22. 

Since the turn of the century 
conditions have improved. In 1908 
the union cooperated with em- 
ployers to set up one of the first 
standing arbitration committees in 
New York state. “From the be- 
ginning,” Mr. Barrett told AA, 
“it was understood that inter- 
pretations of contract provisions 
would be the subject of arbitra- 
tion, never union rules, by-laws or 
fundamental principles. This rule 
still holds. 

“The typographical unions were 
among the first labor organizations 
to provide pensions for their mem- 

SOMETHING NEW—The dazy Susan idea 
works for this RotoTray, new product of 
RotoTray Division Inc., Glendale, Cal. 
Plastic molded and reinforced with steel 
plates, it holds, according to its maker, 
a whole tableful of art material in its 

10” circle. 

bers. Big 6 established its pension 
plan in 1909. 

# “The union won an eight hour 
day nearly half a century ago after 

a strike in 1906. in 1920 it 
launched a fight for a 44-hour 
week which was successful the 
next year. During the depression 
years of the early ’30s the five-day 
week was firmly established. New 
York’s last major printing strike 
was in 1948, when the book and 
job printers were out several 
weeks. This strike resulted in the 
present standard work-week for 
book and job printers of five days 
of 7% hours or a total of 36% 
hours. 

“Of the 10,000 present mem- 
bers,” Barrett said, “about 5,000 
are in the book and job division; 
4,000 work for newspapers, and the 
remaining 1,000 are pensioners.” 

Asked about charges recently 
made that the union does nothing 
to encourage apprentices, Barrett 
said that Big 6 has 512 appren- 
tices on its rolls who attend the 
school operated jointly by the 
union and the New York Employ- 
ing Printers Association. 

“The union,” he said, “is not op- 
posed to apprentices coming into 
the industry. But we do believe it 

SELL WOMEN 

REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 

Oregon! 
One Story...One Ad...28,807 Responses! 

That’s Oregonian Sales Action That Sells! 

“Try some”...two little words in an Oregonian 
Hostess House news section story. But they 
caught the eye of 16,327 readers who deluged 
Hostess House right now for trial packages of 
Adolph’s Seasoned Meat Tenderizer. “Buy It 
Here,” said one ad of Fred Meyer food markets 

.-. also in Oregonian Hostess House news 
section. And women bought and bought . 
12,480 packages at 49c each over just one week- 
end. “The Oregonian brought on a sales sensa- 
tion!” says the broker. 

Whatever your product or service, you'll sell it 
faster through The Oregonian. This sales-action 
newspaper that’s read and believed by tens of 
thousands more home purchasing agents in the 
Oregon Market leads in home delivered circula- 

tion... has the highest readership among women. 
The Oregonian is the newspaper with the 
PROVED record of moving women to act, to buy. 

Oregonian 
PORTLAND, OREGON 

would be manifestly unfair to 
bring a lot of boys into an industry 
phat could not absorb them.” 

@ Barrett said present employment 
conditions in New York are good 
and that he looks forward with 
confidence to a continuation of 
steady business activity and em- 
ployment. 

Big 6 negotiates one annual 
master contract with the New York 
Newspaper Publishers’ Association 
and another with the Printers’ 
League section of the New York 
Employing Printers Association. 
These two groups represent a ma- 
jority of the city’s printing em- 
Pioyers and the remaining in- 
dependent shops nearly always 
abide by the terms of these master 
agreements. 

“The general trend in contracts,” 
he said, “seems to be towards 
shorter working hours, longer va- 
cations and better working con- 
ditions. The only completely new 
type of contract clause is the re- 
cently negotiated pension clause 
in the book and job contract setting 
up an industrial pension financed 
by the employer. This requires em- 
ployers to contribute 1%% of 
the total composing room payroll 
to a fund which will pay pensions 
to members with 20 years’ ac- 
cumulative membership in the 
commercial branch.” 

‘Philadelphia News’ Names 2 
Lee Ellmaker Jr. has been 

named in charge of the Chicago of- 
fice of the Philadelphia News. New 
offices have been opened in Chi- 
cago at Room 1916, 360 N. Michi- 
gan Ave. Mr. Ellmaker succeeds 
Virgil Malcher. William K. Wil- 
son has been appointed to succeed 
Mr. Malcher as manager of the 
Detroit office. 

RCA Promotes Rothbaum 
Ira Rothbaum has been ap- 

pointed manager of advertising and 
sales promotion of technical prod- 
ucts service, RCA Service Co., 
Camden, N. J. He was formerly 
senior copywriter of RCA Victor’s 
home instruments advertising de- 
partment. 

To Doyle-Dane-Bernbach 
Doyle-Dane-Bernbach, New 

York, has been retained to handle 
the advertising and merchandising 
for Wimelbacher & Rice, maker of 
Wear-Right gloves. 
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O'Brien Describes 

Custom-Built Selling | 

for Tobacco Firms 
Hor Sprincs, Va.—A “custom- 

built concept of selling” to in- 
crease tobacco sales was advocated 
here by John E. O’Brien, account 

executive of Ruthrauff & Ryan, 

New York, at the Associated To- 
bacco Manufacturers’ spring meet- 
ing. 

“In one way,” Mr. O’Brien said, 
“smaller manufacturers have an 
advantage over their great com- 

petitors in the tobacco field. The 
big fellows are tackling the en- 
tire market. But not everybody 
smokes. Actually, smokers consist 
of abcut 60% of the male popu- 
lation and about one-third of the 

women. No one can sell every- 
body. It would not even be smart 
to try. 

“However, there is a great op- 
portunity to develop segments, or 
sub-segments of the*market. What 
it takes is custom building, a con- 
cept of selling based on an in- 
timate knowledge of the people 
who are the market. 

“For instance, about 80% of 
smokers are pretty faithful to a 
brand. About two out of 10 smo- 
kers are the switchers who go 
from one brand to another more 
or less regularly. Some do not seem 
to care what they smoke and will 
smoke different brands with-ap- 
parent equal liking. 

es “There are separate problems 
involved in each of these groups. 

But there is nothing mysterious 
about them. By interesting your- 

self in a particular kind of person 
yeu can find ways to direct and 
sharpen your selling. For example. 
you would find out about ‘traffic’ 
toward or away from your particu 
lar, brand, which would lead to 
ways of stepping up the movement 
toward your brand and at the 
same time holding the casual smo- 
ker long enough to influence him 
a little. 

“By doing this intelligently you 
will go a long way toward over- 
coming the handicap occasioned by 
the heavy advertising appropri- 
ations of the big competitors. The 
big brands try to blanket the 
market. They can’t confine their 
efforts or direct them to any par- 

ticular segment of the buyers of to- 
bacco products. 

“Therefore, the brand that di- 
rects its efforts toward cultivating 

A LEADER 
IN FLORIDA 
The St. Petersburg TIMES 
carried more TOTAL Adver- 
tising in 1949 than ANY other 
Florida paper, except ONE... 
and that one ranked 5th 
among ALL papers in the 
U. S. (E&P 3/18/50) 

The St. Petersburg TIMES 
led every paper in Florida, 
except one, in LOCAL DIS- 
PLAY ADVERTISING. 

Local Display is an excel- 
lent barometer of dealer activ- 
ity . .. and active local dealers 
mean HIGH SALES for NA- 
TIONAL ADVERTISERS! 

ST. PETERSBURG-FLORIDA 

Represented by 
Theis & Simpsen Co. Inc., New York, 
Detroit, Chicago and Atlanta. V. J. 

Obenaver, Jr. in Jacksonville, Fla. 

and winning a particular segment 
of the market should have nothing 
to worry about if it is content to 

contain its activities to its own nor- 
mal sphere of development.” 

Elects Roy H. Thomson 
Roy H. Thomson, publisher of 

ten Canadian dailies, has been 
elected president of the Canadian 
Daily Newspapers Association in 
Toronto. Mr. Thomson succeeds 
A. F. Mercier of Le Soleil, Quebec 
City. 

Frank ]. Wenter Promoted 
Frank J. Wenter, former adver- 

tising representative for Bakers’ 
Helper, has been promoted to the 
newly created post of advertising 
director at the publication’s of- 
fices in Chicago. 

Chesman Gets Cola Account 
Lime Cola Co., Chattanooga, has 

appointed Nelson Chesman Co., 
Chattanooga, to direct advertising 
for a new Lime Cola beverage. 

44's Examinations 

Turn Up Superior 

Job Applicants 
New York—Aptitude showings 

in the national examinations given 
annually by the American Associ- 
ation of Advertising Agencies to 
guide young people entering adver- 
tising this year were “the best 
since the inception of the exami- 
nations in 1947,” Sidney H. Giel- 
lerup, partner in Marschalk & Pratt 
and chairman of the national ex- 

amination committee of the Four 
A’s, reports. 

A total of 963 young people took 
the 1950 examination. 

In northern Ohio, Mr. Giellerup 
said, 54% of the young people that 
took the examination in 1949 were 
rated as having good prospects 
of success in advertising. This year, 
67% of the northern Ohio group 
are considered good risks. In the 

Southwest the rating was 70% this 
year as compared with 36% a year 
ago. 

Mr. Giellerup attributes part of 
the improvement to the fact that 
the Four A’s examination is be- 
coming known for its thorough- 
ness and is attracting people of in- 
creasingly high calibre. 

He believes, however, that stiff- 
ening competition for jobs is for- 

cing young people today to assay 
their strong points carefully and 
to aim for the fields in which 
they have their best chance of 
meeting employers’ requirements. 

Dotted Liners Elect 
The Chicago Dotted Line Club, 

composed of advertising represen- 
tatives of ABP publications, elected 
the following officers at its May 1 
meeting: George C. Cutler, Keeney 
Publishing Co., president; Carl A. 
Zaner, American Builder, 1st vice- 
president; H. G. Fitzpatrick, Gulf 
Publishing Co., secretary-trea- 
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surer; members of executive com- 
mittee, Raymond T. Risley, Bak. 
ers’ Helper; E. S. Klappenbach, Oi] 
& Gas Journal; C, Robert McLain, 
Haire Publishing Co.; Russ O’. 
Bright, Bakers’ Weekly; Leonard 
J. Pohlman, American Lumber. 
man; John Smyth, Geyer Publica- 
tions; John Rodger, McGraw-Hill] 
Publishing Co., and C. E. Price, 
Keeney Publishing Co., the retiring 
president. 

Brant Joins Tea Bureau 
Gerry Brant, formerly director 

of advertising for the National As- 
sociation of Manufacturers, hag 
been appointed promotion director 
of the Tea Bureau, New York. Mr. 
Brant has been associated with 
Tide Water Associated Oil Co. and 
the Conde Nast Publications. 

Appoints Aitkin-Kynett 
Bonney Forge & Tool Works, 

Allentown, Pa., has appointed Ait- 
kin-Kynett Co., Philadelphia, to 
handle its advertising, effective 
July 1. 
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Harriet Hubbard Ayer Moves 

The central office of Harriet 

Hubbard Ayer of Canada is now 
located at 299 Eastern Ave., To- 
ronto, and all departments of the 
company will operate from there. 

The former headquarters in Mon- 
treal has been closed. 

Rogel Appoints Johnston 
William W. Johnston, former 

publicist with Bob Hope, has been 
appointed general manager and 

vice-president of Max Rogel & As- 
sociates, Newark publicity concern. 

Smith to Western Air Lines 
Kenneth O. Smith, formerly 

managing editor of the Daily News, 
Inglewood, Cal., has been named 
news bureau manager of Western 
Air Lines, Los Angeles. 

Houston Agency Moves 
Wilhelm-Laughlin-Wilson & As- 

sociates, Houston agency, has 
moved to new offices at 1715 W. 
Webster. 

at owe DAIQUIRI BAF 

DAIQUIRI BAR—Puerto Rico Industrial Development Co. will push bar sales of 
Puerto Rican rum for daiquiris this summer with this back-bar display, which can 
be adjusted to fit any bar by extending it in 3’ sections. Three of the six sailboats 

included in the unit con display rum drinks of the bar owners’ choice. 

Caruso Joins Rea, Fuller 
George F. Caruso has joined the 

copy staff of the Rea, 

KDYL Appoints Wilkins 
Berne W. Wilkins, formerly 

Fuller|commercial manager of KFWB 
agency, New York. Mr. Caruso/ Hollywood, has been appointed loc- 
was formerly with Fred Rudgejal sales manager of KDYL ‘and 
Inc., and Paul Klemptner & Co. KDYL-TV, Salt Lake City. 

$1,000,000 Puerto Rican Rum Drive to Open 

with Copy in 11 Magazines, 22 Newspapers 
New York—Puerto Rican Indus- 

trial Development Co. will open 
a $1,000,000 promotion for Puerto 

Rican rum with a “cooling” copy 
theme during this spring and 
summer. 

The drive will break in May 
issues of 11 national magazines 
(AA, April 24) and will be ex- 

panded to 22 newspapers across 
the country June 28. Some 30 bus- 
iness papers will carry copy to 
convince dealers that rum drinks 
can be “money drinks.” 

Initial copy will stress the im- 
portance of the daiquiri as a cool- 
ing cocktail during hot summer 
months, with collins mixes enter- 
ing the campaign in June issues 

of national magazines. The first 
ad will show a daiquiri with the 
Condado Beach Hotel, San Juan, 
P. R., in the background, and will 

A Screened Market 
of mote than 3,400,000 Better Homes 

OSSESSIVELY, protectingly, this much-thumbed mag- 

azine is carried upstairs to somebody’s room—for 

still more browsing, more shopping among ideas and 

things to buy, when there are more decisions to be made. 

But the wants it has stirred up, the ideas about what-we’|l- 

have-tomorrow— these stay downstairs, in the living 

hope chest of the whole family’s dreams and table talk. 

People read Better Homes & Gardens with a special, 

deep enthusiasm —with desire sharpening their interest 

as they turn each page. For here, cover to cover, is 

a rich parade of articles and advertisements concerning 

the most important things in their lives—their homes, 
their family interests! They study these pages, includ- 

ing the advertisements, right in the moment of wanting, 

planning, deciding what and which to buy next. 

This intimate influence of Better Homes & Gardens— 

felt in over 3,400,000 well-above-average homes each 

month*—is. what makes this magazine “America’s Ist 

Point of Sale.’ If you would like to have your own 

advertisements ride along on the hopes and wants of 

these good-prospect families, ask us for a quick run- 

down of the surprising BH&G story. 
* Over 3,500,000 in April and May. 

ask, “Isn’t this Daiquiri America’s 

Finest Cocktail?” 

s An institutional campaign, the 

promotion will include mention of 
major brands participating, under 

the head, “Rums of Puerto Rico.” 

Magazine and newspaper pro- 

motion will be backed up with an 

extensive point of purchase cam- 

paign for packaged stores and bars 

in 15 markets. 

For bars there will be a back- 
bar promotion featuring the dai- 

quiri with an adjustable green and 

white striped canopy, which can 

be made to fit any bar. The canopy 

carries an invitation to “Cool Off 
at Our Daiquiri Bar.” 

a A back-bar daily temperature 
reminder will provide another dis- 

play to push sales, with the slogan 

“Today’s Temperature Hit” fol- 
lowed by “Cool off with a Daiquiri 
Made with Puerto Rican Rum.” pe 

A four-piece window display re- 
produces a daiquiri, a frozen dai- 

quiri, and a rum collins under a 

banner head urging the buyer to 
“Cool Off with Light, Dry Puerto | 
Rican Rum,” 
McCann-Erickson is handling 7m” 

the advertising. : 

Appoints Marcus Chacona 
Marcus S. Chacona, formerly 

Pittsburgh district advertising and 
promotion manager of General 
Electric Appliances Inc., has been 
named an account executive of 
Ketchum, MacLeod & Grove, Pitts- 
burgh agency. 

ABC Names Chill 
Bob Chill, former reporter for 

the Chicago Sun-Times, has joined 
the publicity staff of the American 
Broadcasting Co.’s central division 
in Chicago. 

To Klau-Van Pietersom 
Western Condensing Co., Apple- | 

ton, Wis., has appointed Klau-Van 
Pietersom-Dunlap Associates, Mil- || 
waukee, to direct its advertising. 

Grede Appoints Jacobs 
Burleigh E. Jacobs Jr. has been 

appointed assistant sales manager 
jes Grede Foundries Inc., Milwau- 
ee. 

Gillette Safety Razor Company 
Standardizes on the New Brighter WHITE 

FALPACO 
COATED BLANKS 

for Effective Merchandise Display Cards 

Falpaco Coated Blanks assure 
greater contrast in color and better 
reproduction, which result in more 
effective displays. The above dis- 
play card was printed by Nevins- 
Church Press, Bloomfield, N. J., by 

letterpress in four colors on 10 ply 
Falpaco Blanks, single coated one 
side. Specify Falpaco for your next 
display. 

Distributed by 
Authorized Paper Merchants 

from Coast to Coast 

FA [Pace 

PAPER COMPANY 
NEW YORK OFFICE « 500 FIFTH AVENUE 

NEW YORK 18, N. Y. 

MILLS—FITCHBURG, MASS, 

- 
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Five Objectives for Export Advertisers 
Told by Patterson; Honneus Is Reelected 
New York—Warning that the 

United States is “losing the cold 
war and its exports markets at a 
rate that means a hot war and no 
foreign markets,” Jere Patterson, 
of the advertising department of 
Life International, told members of 

the Export Advertising Association 
at their annual meeting here that 
there are five lines of attack that 
export advertising should use. 

The points he enumerated were: 

“1. Aid ECA in speeding European ' 
economic integration. 2. Help the} 

Department of State build listener- 
ship in the Voice of America. 3. 
Correct misconceptions of the U.S. 
through cooperative efforts on the 
part of American business, 4. Give 
impact to the pro-American, anti- 
communist overseas aims of labor, 
religious and fraternal organiza- 
tions. 5. Adapt individual company 

export advertising to total diplo- 
macy objectives.” 

ws George H. Giese, chairman of 
the committee arranging for the 

EL IMPARCIAL 
SAN JUAN PUERTO RICO 

Popular morning daily, covers Puerto Rico, 
1 prosperous American dollar market 

National Representative 

EDWIN SEYMOUR, INC. | 
270 Park Avenue New York 17, N. 

second annual export advertising 
convention, reported that the ses- 
sion will be held Oct. 5 at the 
Plaza Hotel. 

The association reelected as its 
president William S. Honneus, ad- 
vertising manager of Time Inter- 
national, 

Other officers for the coming 
year are: ist vice-president, 
Charles F. Rork, export advertising 
manager, Electric Auto-Lite Co.; 
2nd vice-president, James A. Mar- 
tins, export advertising manager, 
Remington-Rand; treasurer, Albert 
M. Martinez, Melchor Guzman Co.; 

and secretary, Walter R. Bickford, 
managing editor, Export Trade & 
Shipper. 

Appoints McLaughlin 
James F, McLaughlin has been 

named sales manager of All-State 
Distributors Inc., Newark, whole- 
sale distributor of Hallicrafter’s 
television, Speed Queen laundry 
equipment and Webster-Chicago 
recording equipment. He was for- 
merly dealer manager for Frigi- 
daire appliances for six years. 

Kaiser Appoints Four 
Regional Sales Heads 

Kaiser-Frazer Corp. has ap- 
pecans sales managers to head 
our newly created national sales 
divisions, it was announced by 
Steve Girard, general sales man- 
ager. Creation of the new divisions 
—western, midwestern, central and 
eastern—will expand the national 
sales organization for the market- 
ing of the three new lines of 1951 
K-F models, Mr. Girard said. 

Appointed to the new posts are 
Frank J. Brosnan, eastern sales 
manager; Dean B. Wartchow, mid- 
western sales manager; Lee D. 
Schwartz, central sales manager, 
and Clark A. Silcott, western sales 
manager. 

They will direct their divisions 
from headquarters here in order to 
maintain liaison between the home 
office and the field sales organiza- 
tion. 

Kibrick to Kenyon Agency 
Kenyon & Eckhardt, New York, 

has appointed Robert Kibrick, for- 
merly director of research for the 
New York Sun, as business man- 
ager of the research division. 

BUILDING SUPPLY NEWS 

These two publications 

Hurdle the Sales Gap 

PRACTICAL BUILDER 

between Your Factory and Millions of Consumers 

There are two important hurdles you must take to 
get across the gap that lies between your factory and 
successful, economical sales of your product to 
millions of consumers in the multi-billion dollar 
building market: 

1, SELL THE DEALER. If the dealer doesn’t carry 
or doesn’t know about your product, he can give his 
customers a dozen reasons why the product he does 
carry is just as ‘good or better. 

2. SELL THE BUILDER. Tell him how your prod- 
uct is used, what it will do for him, its advantages, 
etc.—because if the builder doesn’t know your 
product, he’ll switch the owner to the product he 
does know. 

When you have taken these two hurdles, you have 
covered the key factors controlling the sale of your 
roduct. Unless you have both the dealer and the 
uilder on your side, it’s NO SALE. 

The consumer can’t hupe to be an expert on insula- 
tion, roofing, flooring and hundreds of other products. 

He must rely on the judgment of his local building 
experts—the dealer and the builder. And he does 
rely on them because they stand back of their 
recommendations. 

To sell these key sales factors—and keep them 
sold—talk the “‘how to sell more—how to make more 
eee language of the dealer (and his wholesaler) 
in BUILDING SUPPLY NEWS. And talk the prac- 
tical “how to do it” language of the contractor and 
builder in PRACTICAL BUILDER. You need both 
BSN and PB, because each is individually tailored to 
serve the specific job interests and problems of its 
own class of readers. No horizontal, all-purpose 
papers, these! 

That’s why your advertising dollar buys greater buy- 
ing power—when you hurdle the sales gap between 
your factory and millions of consumers with vital 
trade promotion in BSN and PB—the two publica- 
tions that SELL MORE for you because each sticks 
consistently to its own last! 

INDUSTRIAL PUBLICATIONS, INC., 5 South Wabash Ave., Chicago 3, Ill. 
For over 33 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issve, 
Building Material Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book 

To sell contractors and builders who do residential, commercial, industrial, rural and remodeling work: 

PRACTICAL BUILDER 
MORE CONTRACTOR-BUILDER CIRCULATION THAN ANY OTHER PUBLICATION 

To sell the top dealers and wholesalers who supply the -multi-billion dollar, construction market: 

BUILDING SUPPLY NEWS 
DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER DEALER PUBLICATION 

Advertising Age, May 8, 1950 

Price reduced 
on DIAL Soap 

«the soap that stops odor before it starts! 

America’ Your wheiehwarted response 
brought mass produ: toe savings that 

end Company pladly shores rou! 

DIAL keeps you fresh round the clock! 

DIALS CUTS PRICE—Co! sages in comic 
sections of 112 newspapers on May 7 an- 
nounced a Dial soap price cut. Page 
announcements also have been scheduled 
in Family Circle, Life, True Story, Western 
Family, Woman‘s Day and Woman’s Home 
Companion, through Foote, Cone & Beld- 

ing, Chicago. 

Hollywood Ball Club 

Tells TV Fans: Buy 

Tickets or Else! 
HoLLywoop— Alarmed by a 

sharp drop in attendance, the man- 
agement of the Hollywood Stars 
baseball club in the Pacific Coast 
League has told televiewers they 
must contribute to the club’s in- 
come or telecasts of its games 
will be discontinued. 

Under way is a 30-day trial dur- 
ing which viewers will be asked to 
purchase a packet of four grand- 
stand seats, good for any game this 
year, at the regular price of $1.25 
each. 

To stimulate interest, a plan is 
being worked out by the club and 
KLAC-TV, which beams the 
games, to set up a_ substantial 
prize list. 

Reason for the concern is that 
although Hollywood was last year’s 
league champion, and is again 
leading the pack, its gate receipts 
are considerably less than needed 
to break even. The club’s break- 
even point is 450,000 attendance. 

Based on records to date, attend- 
ance will hardly exceed 350,000. 

Consolidated Appoints 
Martin and Melvin 

Consolidated Edison Co. of New 
York has named Raymond M. 
Martin, formerly assistant director 
of advertising, as director of adver- 
tising. Mr. Martin succeeds Henry 
Obermeyer, who joined Bozell & 
Jacobs last October. 

Dennis S. Melvin, previously 
manager of the construction con- 
tracts bureau, has been appointed 
eo of the advertising depart- 
ment. 

Chiquita Will Promote 
Corn Flakes with Bananas 

Kellogg Co., Battle Creek, Mich., 
has borrowed Chiquita Banana 
through a tie-in arrangement with 
United Fruit Co., for promotion of 
corn flakes, 

Chiquita Banana will suggest a 
corn flake and banana breakfast 
in full-color ads scheduled for 
Sunday comic supplements. Ken- 
yon > Eckhardt handles the ac- 
count. 

Boosts Air Travel Ads 
Trans World Airlines, New York, 

has increased its schedule of ads 
in the Wall Street Journal and bus- 
iness papers for long-haul Con- 
stellation flights between New 

cisco. Gearing copy to the busi- 
ness traveler, TWA labels its 
flights as “Executive Time Savers.” 
Batten, Barton, Durstine & Osborn 
handles the account. 

MacFarland Joins Enloe 
Cortez F. Enloe Inc., New York, 

medical agency, has appointed Ed- 
ward W. MacFarland, formerly 
production head of the professional | 
division, Doherty, Clifford & Shen- 
field, as production manager. 
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Gipps Brewery 

Opens New Beer 

Promotion Push 
Uses Small Space and 

High Frequency Ads, 
Heavy Merchandising 

PeoriA, Itt.—Gipps Brewing Co. 
last week stepped up its advertis- 
ing campaign in preparation for 
the summer season and set its 
sights on a 30% sales increase for 
1950. 
The company has been running 

small-space ads for Gipps beer in 
newspapers throughout central 

> inois on a once-a-week basis. Last 
Monday, it began running from 
two to four 50-line ads every day 
of the week. 
The multiple ads will continue 

on a daily basis through October, 
in 35 dailies in 15 markets, plus 150 
weekly newspapers and farm pub- 
lications in the brewery’s market- 
ing territory. 

a In addition to the newspaper 
insertions, Gipps will air radio 
spots and chain breaks over 11 sta- 
tions in central Illinois, and is 
sponsoring five programs or news- 
casts on as many other stations. 
The newspaper and radio adver- 

tising constitute the backbone of 
Gipps’ promotion, but the brewery 
has undertaken extensive maer- 
chandising plans to get maximum 
value from the copy. 
Newspapers are supplying re- 

prints of the ads to retailers. Ra- 
dio stations are running ads in 
newspapers calling attention to the 
Gipps programs. And both news- 
papers and radio stations have 
been supplied with giant postcards, 
which will be sent to retailers. 
The postcards read: “902 dynamic 
ads will be carried in the —— 
by Oct. 31 on this popular Illinois 
beer,” with appropriate changes 
for each market. 

s In addition to the postcards, used 
principally to remind retailers of 
the extent of the promotion (each 
dealer receives a separate card 
from each paper or radio station 
in his area), the company is con- 
ducting its own direct mail cam- 

paign. 
Once a month, during the sum- 

mer season, Gipps will send a let- 
ter to each of 50,000 families in 
the territory with an annual in- 
come of more than $3,000. 
The letters all carry the signa- 

ture of Harry J. Krueger, president 
of the brewing company, and are 
reproduced on Gipps’ colorful new 
stationery. 
Typical copy reads: “My name 

is Harry J. Krueger, and I am 
taking this method of getting ac- 
quainted with you and your family. 
I want you to know something 
about the brewery of which I am 
president, and the quality of beer 
which we brew...Gipps beer is 
the finest that can be had. 

# “Some people think that a beer 
which is brewed ‘in another city 
or state is better because it costs 
more...The reason it costs more 

is not because it is better, but be- 
Cause the freight charges are high, 
the cost of marketing and selling 
the beer is much higher when it 
is sold out of its natural trading 
area, and you pay these costs. This 
is the only reason that beers made 
in other cities and states cost so 
much more per bottle or can when 
you buy them here.” 
Another letter plugs the idea 

that money spent for Gipps stays 
in central Illinois, keeping thou- 
Sands of citizens on the payroll, 
and the fact that Gipps buys every- 
thing it can in the same territory. 

These same themes are repeated 

in the newspaper ads and radio 
commercials, and in other letters 
(though with a slightly different 
slant) to dealers. In addition, the 
company also is sending out dealer 
letters emphasizing the large num- 
ber of newspaper ads and radio 
commercials that will be funneled 
into the area this summer. 

Gipps also is using full showings 
of car cards in all available mar- 
kets, through the middle of Sep- 
tember; plus painted bulletins, por- 
celain enamel highway signs and 
other direct mail gimmicks, all of 
which are coordinated with the 
sales activities, under Paul M. 
Raef, vice-president and sales 
manager. 

@ Still another merchandising 
twist has been devised by Robert 
E. Jackson of Kaufman & Associ- 
ates, Chicago, which handles the 
account. Every beer retailer in a 
market served by a radio station 
has received a letter from the 
agency itself. 

The letter explains that the 
brewery is running a number of 

commercials in the market and 
would like to mention the retailer 

and “any food that you may spe- 
cialize in”—gratis. 

Addressees are asked to write 
their own commercials on the bot- 
tom of the letter and return it in 
the enclosed stamped envelope to 
the agency. Kaufman then pre- 
pares the individual pitches and 
distributes them to the radio sta- 
tions for use in the Gipps an- 
nouncements. 

# In addition to the regular daily 
newspaper ads, the company has 

scheduled larger copy for the base- 
ball page on a_ high-frequency 

schedule, and had special bock 
beer and St. Patrick’s Day cam- 
paigns. 
A primary objective of the pro- 

motion is to increase recognition 
of the new Gipps label. Special 
1,000-line ads have been scheduled 
in papers with ROP color for each 

of the six holidays this year. Copy 
appears in two colors. 

Mr. Krueger, who was elected 
president last fall, explained the 

promotion philosophy thusly: “Our 
merchandising program is getting 

such extraordinary results because 
it is geared expressly to every fac- 
tor affecting beer sales in every 
trading area that we serve. 

“We have an accurate idea of 
exactly what every tavern and 
package store in our area is selling 
of any brand of beer in the market. 
We know what competitive brands 
of beer are investing in advertis- 
ing. 
“We know within an hour when 

any foreign brand of beer—beers 
from St. Louis, Chicago and Mil- 
waukee—is being dumped at a 
price in our territory. More im- 
portant, we have definite plans to 

meet any situation that arises in 

any of our markets,” he said. 

Ranger Joe to Lamb & Keen 
Ranger Joe Inc., Chester, Pa., 

which processes a honey-coated 
popped wheat product, has 
switched its account to Lamb & 
Keen, Philadelphia, from Neal D. 
Ivey Co., Philadelphia. Lamb & 
[+ wed, will take over the account on 
une 1 

Fawcett Appoints Cummins 
Fawcett Publications, New York, 

has named James Cummins, for- 
merly with Meldrum & Fewsmith, 
as Detroit representative for Mech- 
anizx Illustrated, with headquarters 
at 1659 Guardian Bldg. 

Popular Appoints Chappell 
Popular Fiction Group, New 

York, has appointed Loyd B. Chap- 
pel, West Coast publication rep- 
resentative, as sales representative 
in Los Angeles. 
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...like California without the 

Billion the Bees 
Are you leaving a 21-billion-dollar market behind 
you? A market with higher total retail sales than 

dium . 

in ABC city zone... 

Sacramento trading area. 

THE 
BILLION.’ 

The nation’s best test me- 
. . located in the 

nation’s top test market. 
Reaches 9 out of 10 families 

half 
of all families in 19-county 

in ABC city zone. . 
Reaches 9 out of 10 families 

. half of 
all families in nation’s 10th 
wealthiest farm county. The 
only daily paper in Modesto— 
the city with per capita food 
sales 323% above U.S. average! 

inland California .. . 

inside the Valley .. . 

THE FRESNO BEE 

Reaches 9 out of 10 families 
in ABC city zone. . . half 
the families in 4-county 
ABC trading area. In 1949 
it ranked 3rd among all 
Sunday papers in the West 
in total automotive linage. 

Bee. No other newspaper 

of the Valley. 

New York * Los Angeles * Detroit * 

*Sales Management's 

all Maryland?* You are, if you're counting on 
San Francisco and Los Angeles newspapers to cover 
California's Billion Dollar Valley. Because that’s 

and faraway coast papers 
don’t get around there, any more than Philadelphia 
papers get around Pittsburgh. 

You cover the Valley only when you advertise 
in the leading /ocal papers. 

They are the three McClatchy papers — The Sac- 
ramento Bee, The Modesto Bee and The Fresno 

combination — local 

or West Coast — even approaches their coverage 

1950 Copyrighted Survey 

MClatchy Newspapers 
National Representatives... O'MARA & ORMSBEE, INC. 
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Author Gives Future 

Admen Sound Advice 

on Getting Ad Job 
New YorK—“Look for your first 

advertising job in your local com- 
munity—a local advertising agen- 

cy, a local manufacturer, local pub- 

lisher, retailer, or whatever busi- 

nesses are closely available to you,” 
Ruth Hooper Larison advises 
would-be admen and women in her 

new book, “Opportunities in Ad- 
vertising.” 

Miss Larison is moderator of the 
job-finding forum of the Adver- 
tising Club of New York. Her ad- 

vice to those who wish to enter the 
field is practical, though possibly 
a shade too encouraging. 

Her book describes the scope 
of the ad business; the types of jobs 
available in agencies or with ad- 
vertisers, media and retailers, and 
the preparation needed to break 
into the field. 

ws In her discussions of the types 
of positions available in agencies, 
retail stores and advertiser and 

media organizations, she includes 
functional breakdown charts show- 
ing “points-of-entry” for neo- 
phytes. 
Admen who must interview 

young hopefuls wiil save them- 
selves a great deal of time by sug- 
gesting that the beginners read 
Miss Larison’s chapter on “How to 
get started in advertising.” It is 
concise and well written. 

The 80-page book is published 
by Vocational Guidance Manuals 
Inc,, 45 W. 45th St., New York 19. 
The price is $1. 

WRITE ON LETTERING 
New York—“The Elements of 

Lettering,” by John H. Benson and 
Arthur G. Carey, is a well planned 
and executed book on the prob- 
lems of lettering and the practical 
elements of designing letters. 

This second edition (the first 
was limited) is priced low at $3.75 
for such a volume. The authors are 

partners of John Stevens Shop, 
Newport, R. I., stone-cutting shop, 

and are well known in the fields 

of art and lettering. The volume is 
published by Whittlesey House, 
McGraw-Hill Book Co. 

Blumberg Moves Offices 
Frank L. Blumberg Advertising 

Agency has moved its offices to 
800 Cathedral St., Baltimore 4. 

UYING POWER IP 
VINSTON-SALE 
"LOOK AT THE EVIDENCE 

1949 

Number of \ 

Water Meters 

20,000 

Since 1940 An Increase 

Raymond Products to Shenton 
Raymond Products Co., Middle- 

town, Conn., maker of bathroom 
and household fixtures, has placed 
its advertising with K. C. Shenton 
Advertising Service, Hartford, 
Conn. Business papers and direct 
mail will be used. 

Appoints Davis-Parsons 
David Grimes Mfg. Co., New 

York, manufacturer of leather 
goods, has appointed Davis-Par- 
sons Inc., New York, to direct its 
advertising. 

Johnston Scott Promoted 
Johnston P. Scott has been ad- 

vanced from refrigerator division 
manager to general sales manager 
of A. J. Lindemann & Hoverson 
Co., Milwaukee. He succeeds H. A. 
Halverson, who has resigned. 

Promotes George Douma 
George M. Douma has been ap- 

pointed sales manager of the elec- 
trical division of National Enam- 
eling & Stamping Co., Milwaukee. 
He has been assistant sales man- 
ager of the electrical division. 

Photoengravers Group to Meet 
The annual convention and ex- 

hibition of the Photoengravers As- 
sociation will be held at the Chal- 
fonte-Haddon Hall, Atlantic City, 
Oct. 9-11. The convention will be 
under the general supervision of 
the Philadelphia local association. 

Caples Names Rullman V. P. 
R. R. Rullman has been named 

vice-president in charge of the Los 
Angeles office of Caples Co. He 
was formerly manager of the Los 
Angeles office. 

advertising Age, May &, 

Ciukurescu Names Ramsde!] 
George Ciukurescu, Philadel phig 

manufacturer of architecturaj 
woodwork and church furniture, 
has named Lee Ramsdell & Co. of 
Philadelphia to handle Ciukurescy 
advertising. Media include instj-. 
tutional and architectural journals, 

Niemann Gets Woods Account 
Hugh H. Woods Co., Denver, 

building materials concern, has a 
pointed Hal Niemann Associates as 
advertising counsel. Mack Switzer 
is account executive. 

First, you separate the top farm AREA. 

‘ Capper’s Farmer gives you Mid-America, 

richest farm market on earth. 

CAPPER’S FARMER BIG 10 ADVANTAGES 
of 1. Largest rural publisher in America 6. Farm-tested editorial material 

26.8% 2. Richest farm market in the world 7. Reader confidence 

3. Best coverage buy - 8. Merchandised editorial content 

OURNAL 4 ¢ 4. Quality circulation 9. Market dominated by farmers 
ormng shat 5. No mass small town circulation 10. Most quoted farm magazine 

j N ners 

Market, "Ory ap, 

WINSTON-SALEM TWIN CITY 

JOURNAL and SENTINEL 
MORNING 

National Representative 

SUNDAY EVENING 
KELLY SMITH COMPANY 
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Howe Launches Campaign 

Howe Co., Seattle, has launched 
an introductory newspaper caimn- 
paign in the Pudget Sound area 
promoting Howe’s non-smear nail 

lish remover. The account is 

handled by Pacific National Ad- 

yertising Agency, Seattle. 

Cauhorn to Luckoff Agency 
A. V. Cauhorn Co., Detroit, dis- 

tributor for Chrysler Air-Temp, 
has appointed Luckoff, Wayburn 
& Frankel, Detroit, to handle ad- 
vertising. 

Republic Appoints Morris 
Clyde W. Morris, formerly pro- 

duction manager of the commercial 
department of Lowman & Hanford, 
Seattle, has been named manager 
of the commercial department of 
the Republic Publishing Co., Yak- 
ima, Wash., newspaper publisher. 

Viscose Names Hennig 
American Viscose Corp., New 

York, has appointed Gladys Hen- 
nig, previously with Verney Corp., 
as trade representative in the pub- 
lic relations department. 

Ward Breaks Test 

TV Spot Campaign 

in Three Markets 
CLEVELAND—Ward Products 

Corp. has opened a television test 
campaign in Kansas City, Okla- 
homa City and Cleveland for its 
TV antennas. 

The one-minute spots being 

tested feature well-known video 

personalities, who provide a dash 

of entertainment before making a 
product pitch for Ward’s antennas. 

First spot of the series features 
Cliff Norton of the “Garroway at 
Large” program. Norton also has 
his own five-minute TV program 
over Station WNBQ, Chicago (AA, 
May 1). 

ws In each of the cities where the 
test commercial is running, the 

company is providing dealers with 

information and tie-in material 

through personal calls of company 

arket 
Three Separations 

Next, you skim off the high income 
: COUNTIES. Capper’s Farmer penetrates 

them more deeply than any other magazine. 

There! By taking the best farm families, from 
the best farm counties, from the best farm area, 

you now have a 14 billion dollar market (esti- 
mated income of 1,350,000 reader families). 

Final ly, the cream—the top farm FAM- 

ILIES. By every test—income, ownership, 

buying —Capper’s Farmer families stand out, 

even in their own wealthy areas. 

And all for the price of your Capper’s Farmer 
campaign! Yes, Capper’s Farmer is your BEST 
COVERAGE BUY—Just one of the BIG 10 
Capper’s Farmer advantages! 

Cappers Farmer 
Topeka, Kansas 

representatives. 

Ward has introduced a new an- 

tenna which can be installed in the 

attic of homes where outdoor in- 

stallations are too difficult or ex- 

pensive. The “high-gain, high-low” 
antenna is designed for use in 

areas where the signals from high 
and low-band station transmitters 

originate from the same general di- 

rection. 

Burton Browne Advertising, 

Chicago, is the agency. 

Miss Elenz Joins R&R 
Maisie V. Elenz, formerly with 

C. L. Miller Co., has joined the 
copy staff of Ruthrauff & Ryan, 
New York. 

Lynch Joins Bates Agency 
Christopher P. Lynch, formerly 

with Lever Bros., has joined the 
media department of Ted Bates & 
Co., New York. 

Peerless Appoints Moss 
Moss Associates, New York, has 

been named by Peerless Camera 
Stores, New York, to handle a 
television advertising campaign. 

Advertisers 

increasingly are 

acknowledging 

The Wall Street 

Journal’s 

pulling power. 

During the Ist 

quarter of 1950 

The Journal 

gained 

in linage over 

the same period 

of 1949. 

If you advertise 

to business, 

‘The Wall Street 

Journal 

should head 

your list, too. 

THE WALL STREET 
JOURNAL 

44 BROAD ST., NEW YORK 

911 YOUNG ST., DALLAS 

415 BUSH ST., SAN FRANCISCO 
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Hopkins’ Histacol 

Production Stopped 
PHILADELPHIA—Hopkins & Hop- 

kins Pharmaceutical Co. has dis- 
continued advertising and produc- 
ing its Histacol antihistamine tab- 

lets. 

Regional and national adver- 
tising was halted more than a 
month ago due to a legal contro- 

versy with another (unnamed) 

drug firm over the use of the 
name. 

Michael Hopkins told ApDVERTIs- 
ING AGE that the reason for halt- 
ing production and marketing of 
Histacol was because the “colds 
season was over.” Sales were off, 
he said. However, he did not com- 
mit himself as to whether the 
company would resume produc- 

Earnings of 

Advertisers 
tion of the tablets in the fail. 

Bonsib Names Maston V. P. 
Mrs. N. M. Maston, production 

manager of Bill Bonsib Advertis- 
ing Agency, Denver, has been 
elected agency vice-president. 

Specialists in SILK SCREEN PRINTI 

INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 

e Philip Morris & Co. reported net 
earnings for the fiscal year ended 
March 31 of $7.26 per share, com- 
pared with $5.84 per share the year 
before. Net earnings totaled $15,- 
303,184 against $12,498,058 the pre- 
vious year. Sales for the fiscal year 
reached an all-time high of $255,- 
752,000, up 12% from the preceding 
year’s sales of $228,372,000. 

e Thor Corp. reported sales of 
$23,875,995 for 1949, and a net 
profit of $741,156, or $2.10 a share. 
In 1948 the company earned $2,- 
515,404, or $7.14 a share, on sales 
of $35,844,985. 

e W. A. Sheaffer Pen Co. net sales 
for the fiscal year ended Feb. 28 
dropped to $19,368,368 from the 

previous year’s total of $22,297,441. 
Net profits, however, were $2,704,- 
954 or $3.34 a share, compared with 
last year’s net of $2,471,161, or 
$3.06 a share. 

e@ Kaiser-Frazer Corp., which 
earned $10,362,098 948, re- 
ported a net loss for last year of 
$30,329,351 after a $9,000,000 tax 
credit. Sales volume for the year 
exceeded $104,000,000. Edgar F. 
Kaiser, president, said that the 
company probably will lose more 
in the first half of 1950, “until our 
production and sales attain sub- 
stantial volume.” 

e International Nickel Co. of Can- 
ada Ltd. had net earnings for 1949 
of $32,252,314 on total sales of 
$184,052,188, compared with a net 
of $39,108,404 on sales of $198,329,- 
310 for 1948. 

e Gibson Art Co. reported net 
earnings for the fiscal year ending 
Feb. 28 of $1,023,829, compared 
with earnings of $1,235,519 for the 
previous fiscal year. In national 
advertising the company has con- 
centrated on a year-round schedule 
in 226 newspapers. 

PULLING POWERS 
KATZ representative for outstanding success 
stories of local and national advertisers who 

he 

have used The Sunday Oklahoman Magazine. 

OKLAHOMA CITY 
Oklahoma Publishing Company: The Farmer-Stockman. WKY-AM-FM-TV, Oklahoma City 

REPRESENTED BY THE 

with MASS COVERAGE 

in Oklahoma 

The Sunday Oklahoman Magazine, locally 

edited and printed, gives advertisers the mass 

coverage they need in Oklahoma. No outside 

Sunday supplement reaches more than 2% 

of the state’s families. 

FAMILIES EVERY SUNDA 
The Daily Oklahoman 

258,785 
FAMILIES DAILY 

‘read The Oklahoman & Times 
(March 1950, average) 

KATZ AGENCY, INC. 

OKLAHOMAN 

Advertising Age, May 8, 1958 

e Anaconda Cop) Mining Corp, 
grossed $92,616,823 last year, g 
drop of about 22% from 19485 
gross earnings. Consolidated ng 
income decreased $26,156,275, op 
almost 49%. Profit per share 
1949 Ay $3.14 compared with $6.1§ 
in 1948. 

e@ Thomas A. Edison Inc. net earn. 
ings for 1949 were $555,891 or 
$1.13 a share, compared with 194 
earnings of $564,540 or $1.16 a 
share. Sales last year totaled 

as against $29,491,600 
1948. 

e E. J. Brach & Sons reported ne 
profits for 1949 of $1,315,405 com. ) 
pared with a 1948 net of $3,220,209, 
Total sales for last tony! were $31,. 
801,040 against $38,244,457 the pre. 
vious year. 

@ Macfadden Publications Inc. re- 
ported net earnings last year of 
$367,402 or 87¢ a share, compared 
with earnings of $422,107 or $1.03 © 
a share in 1948. Total revenue last ; 
year was $14,721,514 against $14,. ' 
846,498 the previous year. 

e Iron Fireman Mfg. Co. reported | 
net earnings for 1949 of $340,733 on 
sales of $11,981,565, compared with 
a net of $701,225 on sales of $13,- 
227,167 for the previous year. 

e Allen B. DuMont Laboratories 
Inc. reported net earnings for 1949 
of $3,269,880 or $1.49 a share com- 
ared with 1948 earnings of $2,- 
01,767 or $1.29 a share. Gross in- 

come last year totaled $45,267,089 
against $26,934,239 for 1948. 

@ Union Bag & Paper Corp. net 
earnings for 1949 were $7,485,638 
or $5.01 a share, down from 1948's 
all-time high of $13,607,790 or 
$9.17 a share. Sales last year were 
$65,489,000 compared with ’48 sales 
of $76,530,000. 

e Corn Products Refining Co. re 
ported net income last year of $14, 
035,622 on sales totaling $145,318, 
066, compared with a net of $12, 
— on sales of $171,896,615 for 

e Goldblatt Bros. Inc. net sales 
for 1949 were $90,660,689 compared 
with 1948 sales of $94,814,070. 
Earnings amounted to $1,524,439 
or $2 a share against 1948 earnings 
of $1,505,643 or $1.96 a share. 

e Grayson-Robinson Stores Ince. 
net income for 1949 was $1,762,428 
or $2.79 per share, down from 
1948’s record high net of $2,489,964 
or $4.02 a share. Net sales for the 
year reached an all-time high of 
$75,131,637, 3.3% above the pre- 
vious high of $72,712,375 reported 
for 1948, 

e Stewart-Warner Corp. sales last 
year were $54,609,713 and net prof- 
it was $2,163,106 or $1.67 a share. 
In 1948 sales were $72,534,085 and 
net profit was $3,154,316 or $2.44 
a share. 

e A. Stein & Co. net earnings for 
1949 were $1,525,882 or $3.22 a 
share compared with earnings in 
1948 of $2,046,377 or $4.33 a share. 
Gross income last year totaled $5,- 
225,567. 

earnings last year of $569,199 or 
97¢ a share compared with a net 
of $17,732 or a deficit of 18¢ 4 
share in 1948. Sales in 1949 were 
$36,361,765; in 1948 they were $37, 
769,745. 

e Reliance Mfg. Co. reported net 

e General Finance Corp. net in- 
come for 1949 was $1,036,744, down 
from 1948’s record high of $1,118,- 
570. Earnings were equal to 83¢ 
a share compared with 91¢ a share 
in 1948, both figured after a 10% 
stock dividend had been declared. 

e@ Coleman Co. had net earnings of 
$1,117,004 last year, or $2.58 a 
share, compared with earnings of 
$3,200,905 or $7.79 a share in 1948. 
Net sales in 1949 totaled $23,881,- 
006 against $29,971,020 in 1948. 

e Gillette Safety Razor Co. and 
subsidiaries (including the Toni 
Co.) reported net earnings of $13,- 
917,949 last year compared with 
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Advertising Age, May 8, 1950 

THEY’RE ALL GOOD—Globe Oil & Re- 
fining Co., Chicago, took a sly crack at 
“negative’ advertising claims about 
gasoline improvements in this Chicago 
Journal of Commerce ad last week. Every 
reputable refiner protects his gasoline 
against deterioration after it leaves the 
refinery, says Globe. The ad was placed 
through Almon Brooks Wilder, Chicago. 

1948 earnings of $15,001,480. This 
was equal to $6.26 a share of com- 
mon stock in ’49 and $6.80 a share 
in 48. The company reported that 
earnings of the Toni Co. since its 
purchase in 1948 have exceeded 
the $8,000,000 paid for good will. 

e Plough Inc. and subsidiaries had 
the highest net sales in the com- 
pany’s history last year—$15,479,- 
512 compared with 1948’s high of 
$15,229,966. Net income last year 
was $470,323 or $1.05 a share 
against $505,115 or $1.12 a share 
in 1948. 

e Sunshine Biscuits Inc. reported 
net income for 1949 of $7,832,421 or 
$7.67 a share on sales of $104,851,- 
927. In 1948 earnings were $6,923,- 
284 or $6.78 a share. 

e Bendix Home Appliances Inc. 
net sales for 1949 totaled $34,983,- 
163, down from 1948's total of $50,- 
179,423. Net profit for the year was 
$603,760 or 57¢ a share compared 
with a net of $4,001,180 or $3.78 a 
share in 1948. 

e American Gas Association re- 
ported tota] fund receipts for the 
year ended Sept. 30, 1949 of $897,- 
956 and total fund expenditures for 
the same period of $726,157. The 
AGA financial statement showed 
that 32¢ out of every dollar spent 
went for advertising. 

e W. T. Grant Co. reported net 
earnings last year of $9,435,477 or 
$3.73 a share on sales of $233,167,- 
686. In 1948 profits were $9,299,167 
or $3.67 a share on sales of $233,- 

@ Weyerhaeuser Timber Co. re- 
ported net income for 1949 of $24,- 
633,016, on sales of $155,662,755, 
compared with a net for 1948 of 
$28,978,246 on sales of $126,765,- 
538. Net income per share was 
$7.88 in 1949 and $9.48 in 1948. 

e Peter Paul Inc. reported 1949 
earnings equal to $4.51 a share, 
after setting up a reserve of $100,- 

for contingencies, compared 
with the all-time high of $4.97 a 
share in 1948. Earnings do not in- 
clude net income resulting from the 
operations of Peter Paul Philippine 
Corp., the company’s wholly-owned 
subsidiary. 

@ Federated Department Stores 
c. announced record net sales of 

$358,551,020 for the fiscal year 
ended Jan. 28, compared with 
$46,526,318 in the previous year. 
Earnings totaled $15,440,496 after 
taxes and minority interests, com- 
pared with $14,480,181 in the pre- 
vious year. 

@ Sears, Roebuck & Co. sales last 
year amounted to $2,168,928,412, a 
decrease of 5.5% from the previous 
year’s volume of $2,295,991,180, 
which was the record high for the 
company. Net income for the year 
Was $108,206,718 or $4.58 a share 
compared with $137,206,016 or 
$5.80 a share in 1948. 

@ Aldens Inc. reported net earn- 
ings of $878,742 or $2.03 a share 
for the fiscal year ended Jan. 31. 

compares with a net of $1,- 

482,979 for the 13-month period 
ended Jan. 31, 1949. Sales for the 
fiscal year were $68,918,480 com- 
pared with $87,841,639 for the 13- 
month period ending Jan. 31, 1949. 

@ United States Rubber Co. net 
profit last year was $15,100,072 on 
sales of $517,439,676 compared with 
a net of $20,141,585 on sales of 
$572,024,663 in 1948. 

e@ Greyhound Corp. reported net 
earnings of $11,593,280 last year, 
equal to $1.22 a common share, 
compared with net earnings in 
1948 of $16,127,753, equal to $1.70 
a common share. Operating reve- 
nue for the year totaled $184,177,- 
000 against $192,544,000 for the 
previous year. 

e Fairchild Engine & Airplane 
Corp. had net earnings in 1949 of 
$1,575,328 or 68¢ a share of com- 
mon stock compared with 1948 
earnings of $1,211,563 or 52¢ a 
common share. Sales last year 
totaled $48,101,453 and the com- 
pany reported $80,100,000 in un- 
filled orders at the end of the year. 

Sealright Plans Two 
Magazine Contests 
Futon, N. Y.—Mapping a bil- 

liard shot in sales promotion, Mel- 
drum & Fewsmith Inc., Cleveland, 
will direct two nationwide con- 
sumer contests for a manufacturer 
who does not sell directly to the 
consuming public. 

The advertiser is Sealright Co. 
here, producer of cylindrical paper 
containers for ice cream and fro- 
zen foods, and paper milk bottle 
hoods. 

One of two contests tied with 
advertising for Sealon milk bottle 
covers will center on movie star 
identification and be carried in 
Collier’s. The other, an ice cream 
recipe contest, will run in The Sat- 
urday Evening Post. 

s Purpose behind the contests is 
to make the public aware of Seal- 
right products and to build up 

dealer sales by local promotion. 
The contests will be supported by 

extensive trade paper advertising 
and point of sale displays. 

Full-page b&w insertions will be 
made in the May 27, July 8, Aug. 
26 and Dec. 16 issues of the Post. 
Collier’s insertions of the same 

type and size. will appear in the 
May 27, July 29, Aug. 26 and Dec. 
16 numbers. 

Tansill Quits Pepperell 
to Join Burlington Mills 

Donald B. Tansill, vice-president 
and director of sales, Pepperell 
Mfg. Co., Boston, has resigned ef- 
fective June 1 to join Burlington 
Mills, New York, as vice-president 
and merchandising coordinator. 

Mr. Tansill will be succeeded 
by Duncan Rogers, who is now 
general sales manager of Pepperell. 

Pascal Joins Auerbach - 
Auerbach Associates, New York, 

has added Theo Pascal, formerly 
home editor of Charm, as adver- 
tising and sales promotion execu- 
tive. Miss Pascal succeeds Albert 
Leach, who recently left on a 
round-the-world vacation. 
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Barbizon Switches to R&R 
Barbizon Corp., New York, man- 

ufacturer of ladies underwear, has 
named Ruthrauff & Ryan, New 
York, to handle national adver- 
tising. No media schedules have 
been set. The account was pre- 
viously handled by Federal Ad- 
vertising Agency. 

Wilson Agency Moves 
Edwin Bird Wilson Inc., adver- 

tising agency, after 34 years has 
moved from 120 Wall St. to 40 
Wall St., New York. 

i have a problem, write us. 
United makes tide range 

QUALITY METAL 
AND PLASTIC 

Write for information. 

ADVERTISIN 

United Sound & Sina Co. In 

eattle is constructing new public, parochial and university school build- 

ings to meet the requirements of its expanding population. This is but 

another indication of the BIGNESS of the Seattle market. 

Of the 19 leading markets in the United States—including such cities as Los 

Angeles, San Francisco, Chicago and New York, Seattle ranks FIRST in retail 

sales per capita, SECOND in effective buying income per capita.* 

In the BIG Seattle market of more than a half million people, advertisers 

know that sales success can be found through concentrated, frequent adver- 

tising in The TIMES. 

*Source: Sales Management Magazine, Survey of Buying Power, May 10, 1949. 

SEATTLE 
TIMES 

“FIRST in Seattle” 
Represented by O'MARA & ORMSBEE + New York * 

SEATTLE HOMES 

* Chicago * Detroit Los Angeles * San Francisco 

1956 

948's | 

0 

| 

,209, 
$31,- 
 pre- 

-] 

ortel 

Dollars 

$2.44 . 

$37 

$13, 
with 



Heads Florida Commission 
Howe Sadler has been promoted 

from acting director to director of 
the Florida State Advertising Com- 
mission. The commission has re- 
newed its contracts with three ad- 
vertising agencies for the coming 
year. They are August Dorr Ad- 
vertising, Miami, recreation ac- 
count; August Burghard Inc., Fort 
Lauderdale, agricultural account, 
and Henry Quednau Inc., Tampa, 

Granite Looms Names Fishman 
Irving Fishman has been ap- 

pointed sales promotion manager 
of Granite Looms Inc., Fall River, 
Mass. He will maintain headquar- 
ters at 1133 Broadway, N. Y. 

McClay to Join WPIX 
John McClay, program director 

of WCAU-TV, Philadelphia, has 
resigned, effective May 12, to be- 
come director of operations at 

industrial account. WPIX, New York. 

ADVERTISING PROFESSION 
sales Portfolios Advertising Speci 

Die-Cutting * Mounting Paper Lining, etc. 

SERVICE BINDERY CO., INC. 
and subsidiary 

‘Plent—224) South Wabash Avenues ( hicogo: 

New Phone—CAlumet 5-3224 

Dotted Liners Elect Becker 
The New York Dotted Line Club, 

sponsored by the Associated Busi- 
ness Publications, has elected Wal- 
ter Becker, Haire Publishing Co., 
president. Other officers are: ist 
vice-president, R. R. Kopfmann, 
Simmons-Boardman Publishing 
Corp.; 2nd vice-president, Arthur 
Hibbard, Geyer Publications, and 
3rd vice-president, Jack Gafford, 
Advertising Publications Inc. 

Schorn Paint Maps Drive 
Schorn Paint Co., Seattle, re- 

cently acquired by National Lead 
Co., will open a color newspaper 
advertising campaign this month in 
daily papers in Washington and 
northern Oregon. Point of sale ma- 
terial accompanies the campaign. 
Honig-Cooper Co., Seattle, handies 
the account. 

Case Promoted 
E. E. Case, service and sales en- 

gineer of Automatic Refrigerating 
Co., Hartford, Conn., has been ap- 
pointed sales and installation man- 
ager. The company manufactures 
commercial air conditioning and 
refrigerating equipment. 

Feder 

WaASHINGTON—Retail business 
during the week ended April 22 
was 5% better than it was during 
the same week last year. 

Department store sales during 

the week of April 8 were the 
same as last year. During 
the week of April 15, retail vol- 
ume was 19% below the level 
reached during the corresponding 

week of 1949, and then rose to 5% 
above the 1949 figure in the week 
ended April 22. Despite this fluc- 
tuation, retail volume this year has 

followed the same general seasonal 
pattern that it has during each of 
the postwar years. Easter came a 
week earlier this year than in 
1949. Sales usually decline imme- 
diately after Easter—hence the 
19% drop. 
The 5% gain during the week 

of April 22 suggests that seasonal 

} 
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4 ABOUT 1,390,000 

SOUTHERN RURAL FAMILIES 
4 Just Off the Press! a 

Vital facts and figures on more than 5 million 
SS people who can use what you have to sell . . tells “4 

THEY ARE—o complete breakdown on 
these 1,390,000 farm families, showing family 
population, age groups, educations, etc. 

WHERE THEY LIVE — shows you how Form ond 
Ranch-Southern Agriculturist reaches more homes 

with greater total purchasing power in the South o% 
than any other fatm magazine. 

THEY HAVE — focts you wont to know on 
what these families have now and 

'-WHAYT THEY'LL BUY — actual figures on many 
pousehold and farm items these 1,390,000 farm 

families intend to buy within the next 12 months, 

This information means money in the ’ 

bank for you .. call or write now for % 
your copy of Farm and Ranch: Facts! 

Farm and Ranch-Southern Agriculturist 
Reaches More Southern Farms Than Any 

Other Farm Magazine in America! 

CIRCULATION GUARANTEE 

Southwide 1,275,000 

900,000 Wiser" 375,000 Eastern 
Edition 

TOTAL NET PAID CIRCULATION 

March, 1950 issue 1,390,000 

Edition 934,591 Western 446,729 

TURN THE TAP 

FoR SALES 

SOUTHERN 

653,300 
FARM and RANCH HOMES 

with 
There’s a tremendous market for new bathroom, kitchen and 

laundry equipment in these 653,300 Farm and Ranch-Southern 
Agriculturist homes already equipped with running water .. as 
well as in the additional 139,000 subscriber homes whose owners 
plan to install running water systems ¢his year. 

To get these facts—so you can get the sales, Farm and Ranch- 
Southern Agriculturist turned the spotlight on the Southern 
market with a comprehensive “Sampling-in-Depth” survey of its 
1,390,000 subscriber families. Conducted by Dr. Charles F. Sarle 

and Associates of Washington, D. C., this survey went to the bot- 

tom of the barrel. It asked questions and kept on asking them 
until it got the answers —a 72% actual return from a perfectly’ 
cross-sectioned and adequately sized group of 14,415 subscriber 
households. This completely impartial and exceptionally thorough 
survey brought in concrete evidence of what those 1,390,000 Farm 
and Ranch-Southern Agriculturist homes have now — and what 
they intend to buy. Take advantage of this vital market data — 
let Farm and Ranch-Southern Agriculturist turn the tap and start 
the sales for you in its big able-to-buy Southwide market. 

FARM and RANCH PUBLISHING CO. 
NASHVILLE, TENN. DALLAS, TEXAS 

Offices in Nashville - Dallas - Atlanta - Chicago - New York - Los Angeles - San Francisco - Seattle 

al Reserve Figures on Department Store Sales 

Advertising Age, May 8, 

DEPARTMENT STORE 
SALES INDEX 

1935.39 EQUALS 10 

Week to Mar. 18, ’50*..264 j 
Week to Mar. 25, ’50*..279 
Week to Apr. 1, 50*....301 
Week to Apr. 8, ’50*....321 
Week to Apr. 15, ’50*..255 
Week to Apr. 22, ’50*..p279 

pPreliminary. 
*Not adjusted seasonally. 

buying for Mother’s Day has start- 
ed sooner than usual. 

The tabulation for the week of 
April 22 shows that the Richmond, 
Minneapolis and Dallas districts 
had the greatest sales activity, 
Sales in the remaining nine dis- 
tricts were only moderately better 

than they were during the same 
period last year. 

% Change from 
Week Ended 

Federal Reserve Apr. Apr. Apr. 
District and City H is ws 
UNITED STATES ............. 
Boston District ................ 0 
New 3 

Springfield 
Providence 

Akron 
Ci 4 

cme 

Richmond District 
Washingto: 
Baltimore 

Nashville ......... 
Chicago District . 

Chicago 
Indianapolis 
Detroit 

| 

on ks 00 

Kansas City District 
Denver .... 
Wichita .... 
Kansas City 
St. Joseph 
Oklahoma .... 

Dallas ............ 
Fort Worth . 
Houston 
San Antonio 1 

San Francisco District .. 8 
Los Angeles Area 
Oakland 
San Francisco .... 
Portland 
Salt Lake City .... 
Seattle 

rRevised. 
*Data not available. 

Sets Blue Grass Drive 
Elizabeth Arden Sales Corp. 

New York, will break its annual 
spring campaign for Blue Grass 
Flower Mist (cologne) May 15, 
with full-page color or b&w copy 
in nine magazines. The drive will 
be reinforced by newspaper ad- 
vertising in major markets. Grey 

Advertising Agency, New York, 
handles the account. 

Raytheon Promotes Welch 

Arthur E. Welch, sales promotion 
manager of Raytheon Mfg. Corp., 
Waltham, Mass., has been ad- 
vanced to eastern regional sales 
manager of the company’s Belmont 
division. In his new post he will 
direct sales in six eastern seaboard 
states. 

Moorhead to General Bronze 
John W. Moorhead, formerly 

architectural sales manager of the 
Great Lakes Carbon Corp., has 
been named vice-president in 
charge of architectural sales de- 
velopment of the General Bronze 
Corp., New York, 
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The Vocabulary of Advertising Art, No. 20: Wash Drawing 

les 

A new trend in advertising art is the , 

use of “fine art” techniques such as 

this loose handling of wash by George C h rs | n g e 

} McVicker. Advantages are: informal- 

ity of effect, relief from sameness of of P ace 

photographs and formal illustrations, 
start- 

elimination of intrusive detail, ex- 
ek of Trends and tastes in advertising art 
rere pression of a mood favorable to the f 
pa are continually changing, but our 

advertiser's message. 
o standards of reproduction are always 

ae the same: the finest engravings that 

nde superlative equipment and skilled 
r. Apr. 

craftsmanship can produce. Art 

Directors and Production Men from 

coast to coast prefer to send their 

toughest copy to 

Collins, Miller & Hutchings, Inc. 

America’s Finest Photoengraving Plant 
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Richard Hogue Rejoins ABC 
Richard Hogue, who left ABC, 

New York, in January to join 
Music Corp. of America, talent 
agency, has returned to ABC, re- 
placing George Perkins in the spot 
sales department. Mr. Perkins re- 
signed to become radio-TV head 
of Schwab & Beatty. 

Manning Named A. M. 
Joseph F. Manning Jr. has been 

named manager of advertising and 
sales promotion for the National 

Enameling & Stamping Co., Mil- 
waukee. Mr. Manning assumed his 
new post after three years as as- 
sistant manager for the company. 

Chicago to Hire Publicist 
Directors of the Chicago Board 

of Trade have voted to hire a pub- 
lic relations director, to be an em- 
ploye of the exchange. Since Sept., 
1947, the publicity of the exchange 
has been handled by the Joseph W. 
Hicks organization, whose contract 
expired at the end of April. 

Photostats 
FOR ADVERTISING | 

410 N. MICHIGAN AVE. 

540 N. MICHIGAN AVE. 

185 N. WABASH AVE. 

HI. 5355 

11] E. DELAWARE ST. 

NEW SPONSOR—Frank Freimann (right), executive vice-president of Magnavox Co., 
has a luncheon conference at the Stork Club with L. J. Sholty (left), vice-president of 
Maxon Inc., and Sid Caesar, star of NBC’s television revue, “Your Show of Shows,” 

of which Magnavox became a sponsor April 15. 

Law School Names Hickerson 
The Chicago office of J. M. Hick- 

erson has been appointed to han- 
dle the advertising of American 
Extension School of Law, and the 
G. M. Elleson Co., manufacturer 
of extension watch bands. Media 
plans for both accounts include 
the use of national magazines. 

L&M Names Taylor V. P. 
Lennen & Mitchell, New York, 

has promoted Jackson Taylor, who 
joined the agency last month as 
account group supervisor, to vice- 
president. Before joining Lennen 
& Mitchell, Mr. Taylor was a vice- 

president and director of McCann- 
Erickson. 

SOME PEOPLE HAVE A MANIA FOR 

FOR STILL OTHERS ARE MAD ABOUT 

OTHERS HAVE A MANIA 

THAT'S 

DIPSOMANIA! AND THERE ARE THOSE WHO ARE SIMPLY WILD 

THAT’S KLEPTOMANIA! 

WE'VE GOT A MANIA FOR 

INCREASING YOUR SALES! 

es © BORDEN CO. 

BUT tue most 

WONDERFUL MANIA OF ALL IS THE ONE WE’VE GOT FOR YOU 

MORE PEOPLE remember your brand, ask for your brand, 
reach for your brand, if they see your brand wherever they 
go! Get repeated-impression impact...in cost-free space... 
with PF decals! 

“Manvitl 
VIEACTOR 

WRITE TODAY for your free copy of this information- 
packed, 16-page booklet plus samples of PF decals! 

Address Dept. AA, 220 West 42nd St., New York 18, N. Y. 

PALM, FECHTELER & CO. 
NEW YORK’: E. LIVERPOOL, OHIO CHICAGO 
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New Book Discusses 

Problem of Choosing 

Potential Executives 
New YorK—The new Moder 

Industry book, “How to Pick Lead- 
ers,” is not a panacea for the prob- 
lem of selecting personnel. But it 
does discuss the various methods 

employed in selecting leaders and 

lists the advantages and shortcom- 

ings of such techniques. 

G. L. Freeman, consultant psy- 
chologist, and E. K. Taylor, of the 

personnel research section, United 
States Army, have attempted to do 

three things: 

1. Using previous research find- 
ings as a basis, they attempt to 

describe the personality elements 

commonly found in leaders. 

s 2. With this personality pattern 
defined, they indicate how it can 
be used to improve the executive 
selection process. 

3. The various methods of test- 
ing, interviewing and evaluation of 
prospective executive employes are 
discussed in detail so that the 
reader can examine and improve 
the techniques which he now uses. 

Although “scientific” selection 
methods still are rudimentary, and 
many of the tests of executive “po- 

tential” may be challenged, the 
new volume is an important contri- 

bution to a vital business problem. 
The book is published by Funk 

& Wagnalls Co. at $3.50. 

BUCKLEY REVISES 
LETTER WRITING BOOK 
New YorkK—In the third edition 

of Earle A. Buckley’s “How to 
Write Better Business Letters,”’ the 
president of the Earle A. Buckley 

Organization contends that any 
business letter can be improved if 
the writer has the right attitude and 
knowledge of fundamental prin- 

ciples. 
If each business letter is ap- 

proached as an opportunity, rather 
than a chore, he says, it will be 
written with the express purpose of 
accomplishing something construc- 

tive, and the tone of the letter thus 
will be friendlier, more construc- 
tive and more interesting. 

Once a business letter writer has 
acquired this attitude toward his 
letters, says Mr. Buckley, the 

knowledge of techniques is easier 
to apply. 

ws The volume carries the reader 
through an analysis of the product, 

service or idea which the letter 
will be designed to sell; the de- 
tails of letter preparation; prob- 
lems which will be encountered; 
and solutions to the more general 
problems. 

Throughout the book, he has in- 
cluded examples of “do’s” and 
“don’ts” and has taken pains to 
illustrate all major points with 
specific examples. 

The book is published by the 
McGraw-Hill Book Co. at $3. 

SELL BIG RETAILERS 
SENSIBLY: WEISS 
NEw YorK—E. B. Weiss, direc- 

tor of merchandising, Grey Adver- 
tising Agency, has written a new 
book on how to gear sales and ad- 
vertising to the “400 giant retail 
organizations” which do “more than 
50% of the total volume.” 

Title of Mr. Weiss’ book is ‘Mass 
Marketing to the ‘400’ Mass Re- 
tailers.” It is published by Funk 
& Wagnalls Co., New York, ($5) 
as part of the Printers’ Ink Busi- 
ness Bookshelf series. 

Pennsy Bankers Study Ads 
The Pennsylvania Bankers As- 

sociation, Philadelphia, plans to 
study the possibility of a state- 
wide advertising campaign this 
year. The bankers are studying 
public relations possibilities Mm 
newspaper ads, and have appoint 
a committee to study the cost of 
such a program. 
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The Creative Mans Corner 
To paraphrase a long famous line of The New Yorker’s, 

“What chef do you read?” 
” Ernest Imhof goes down the line for Old Dutch coffee— 
1. Lucien Vincent is just as enthusiastic about G. Washington’s 
- instant coffee. And both in the same paper! 
it Frankly, for this Corner’s money, you can have Old Dutch, 
is G. Washington, Imhof and Vincent. Coffee that one gets out 
id ) is never as good as coffee that one gets in. The Creative 

- Woman can take a couple of tablespoonsfull of A&P coffee 
(Red Circle) and turn out a more satisfying brew than 

y~ Imhof and Vincent put together—plus all the other chefs 

le commercial enough to brew coffee in volume and sell their 
d names for a testimonial. 
lo Both these campaigns look like another Madison Avenue 

dream of what makes good coffee advertising. But after 

~ Wi Old tch mak “AFTER 6000000 CUPS 

"delicious cups of cotter | Know Coffe 
n Selected coflce beans “A ged-un-the-Tropice™ 

in for ncher flavor... blended and roasted 

re an “exclusive” way! That's why 
every pound of OLD DUTCH goes further! 

Brecet imbeot, Member. Cheis de Cusine 

t. Ass'n of America save: “It's « pleasuro 
of to drink fresh, rich-tasting OLD DUTCH 

re 

re 

n 

Ash for OLB DUTCH, the Cottes praised by Famous (hots ‘(POR A PERFECT CUP OF EVERY 

brewing 6,000,000 cups of coffee, M’sieu Vincent must be so 
sick of the stuff that he wouldn’t know a good cup of coffee 
if he happened, by accident, to brew one. And if all Herr 
Imhof can say is that “It’s a pleasure to drink fresh, rich- 

n tasting Old Dutch,” he either hasn’t been paid enough to 

‘0 get real enthusiastic or is being more tactfully honest than 

e the Old Dutch people realize. 
y If the boys who wrote and okayed this stuff stopped to 
y think of it, they’d realize that restaurant food, and restau- 

if ] rant coffee in particular, suffer so much in comparison with 

d the home-made variety that restaurants themselves go to 
i no end to convince the public that their food and their 

coffee taste just like home-made. 

\- As a matter of fact, these ads look themselves as if they 

.T came out of a commercial copy urn rather than a good old- 

ye fashioned home percolator. 

“ AN A Issues Guide vey facts too quickly. It is al- 
ways well to make certain that 

; facts will thoroughly support the 
is for Evaluating conclusions that have been drawn.” 
1S Market Research The questions included in the 
1€ check list were drafted by mem- 
T New YorK—A checklist for eval-| bers of the advertising committee 

uating marketing research studies|and presented to the entire ANA 

designed for advertising executives | membership. The four page bro- 
sd has been released to members|chure represents the combined 
t, of the Association of National Ad-| judgment of all ANA members, the " io. 1 pi 

vertisers by its advertising re-| report says. 
search committee, headed by R. H. . 

: Moulton, research director of the| Ajp Reduction Names Beck 

General Foods Corp. Air Reduction Sales Co., New 

is Retai 

il The report, copyrighted by the 
ANA, presents a series of check 
questions which “an advertising 

man can and should apply to a re- 
search study or project. If an ad- 
vertising manager asks these ques- 

tions, and if the answers are satis- 

factory,” Mr. Moulton said in pre- 

senting the check list, “he can be 

fairly sure that the research find- 

ings will give him the type of in- 
formation he can use with confi- 
dence.” 

@ The series of questions have been 
divided into (1) those which may 

be answered by advertising men 

without technical training and (2) 
those which “may properly require 

the assistance of research techni- 
cians.” 

Areas suggested for the adver- 
tising executive to examine before 

accepting marketing research find- 

ings include: the timing of the re- 
search project to be sure no un- 
usual marketing factors were pre- 
sent; the manner of presenting a 
survey’s limitations; and whether 
the interpretation is in line with 
the facts. 
On this latter point the ANA re- 

port says: “Those reading research 
reports ought not to accept another 
person’s interpretations of the sur- 

York, has pfromoted Henry W. 
Beck, previously assistant adver- 
tising manager, to advertising 
manager of Airco Co. International, 
an export division of Air Reduc- 
tion Co. Mr. Beck succeeds L. H. 
Senholzi, who has become export 
advertising manager of Charles 
Fizer & Co., chemical manufac- 
turer. William Bettes, who handles 
business paper advertising, and 
George M. Worden, who has been 
in charge of publicity, will be 
jointly responsible for duties for- 
merly held by Mr. Beck. 

Motorola Appoints Two 
Jack Pettersen has been named 

assistant advertising manager and 
N. H. Terwilliger, sales promotion 
manager of Motorola Inc., Chicago. 
Mr. Pettersen formerly was ad and 
sales promotion manager of G. E. 
Supply Corp., Chicago. Mr. Ter- 
williger a year ago left Sparton 
Radio Co., where he was ad man- 
ager, to join Motorola’s advertising 
department. 

Western Stove Signs Manners 
Western Stove Co., Culver City, 

Cal., will sponsor the “Zeke Man- 
ners” show on the ABC Pacific 
network, beginning May 8. The 
show will originate from New 
York, 7:45-8 a.m., Monday through 
Friday. Brooks Advertising, Los 
Angeles, is the agency. 

FURNITURE & BEDDING 

UPHOLSTERY FABRICS + 

MORE FOR 

DOLLAR in 

AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, covering: 

CURTAINS & DRAPERIES + FLOOR COVERINGS + CHINA & GLASS - 
* MAJOR APPLIANCES + RADIOS, PHONOGRAPHS, RECORDS - 
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GIFTS & DECORATIVE ACCESSORIES 
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More women buy newsstand copies 

of Ladies’ Home Journal, 

issue after issue, than men, 

women and children buy of any 

other magazine in the world.* 
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PHOTOGRAPHI REVIEW 

AFA FOURTH—New officers of the Fourth District, Advertising Federation of America, 
were installed at a banquet highlighting the district's St. Petersburg, Fla., conven- 
tion. Left to right they are A. P. Phillips, Orlando, lieutenant governor; R. E. Good- 
ale, St. Petersburg, governor; Mrs. Virginia Dell, St. Petersburg, secretary; and 

Jack Jones, Jacksonville, treasurer. 

TWO PRESIDENTS AND ONE EX—At a reception preceding the B of Adver- 
tising’s annual banquet are Robert McLean, president of the Philadelphia Bulletin and 
of Associated Press; former U. S. President Herbert Hoover, banquet specker; and 
Edwin S. Friendly of the New York World-Telegram and Sun, reelected president of 

the American Newspaper Publishers Association. 

BIRTHDAY—Candlelighter Niles Trammell, 
NBC board chairman; Joseph Moran, 
Young & Rubicam vice-president, and Lee 
Bristol, president of Bristol-Myers, seem 
convinced that Ipana is good enough to 
eat. The cake, which was edible, was a 
feature of the 10th birthday celebration 
in New York for “Mr. District Attorney,” 

sponsored by Bristol-Myers on NBC. 

JET-ACTION—Tide Water Associated Oil Co. is sparking a spring campaign with 250 
outdoor posters like this one spread along highways in its eastern marketing territory. 

alerno Saltines & 

SUBJECT: THE BUREAU—Newspaper stalwarts at the Bureau of Advertising re- 
ception included Harold S. (Rusty) Barnes, Bureau director; F. M. Flynn, president, 
New York Daily News; and Irwin Maier, publisher of the Milwaukee Journal and 

newly-elected board chairman of the Bureau of Advertising. 

Co., Chicago, ran this color page for 
its crackers in the Chicago Tribune recent- 

ly. Salerno is one of 12 accounts for EX-PREXIES—The four past presidents of the Louisville Advertising Club now living 
which Schwimmer & Scott, Chicago, is in Baltimore (AA, April 10) have organized the “Baltimore chapter, Past Presidents 
scheduling color pages in newspapers. of Louisville Adclub.” Left to right: A. T. Miller, A. T. Miller & Associates; Horace 

L. Battin, Sears, Roebuck & Co.; Morton Levinstein, AWL Advertising Agency; and 
the latest recruit, Robert G. Urch, advertising manager of Stewart & Co. 

How to simplify construction 
REDUCES of boner fheors... 

PRODUCTION 
Costs 

STARS IN PERSON—Taking part in the Chicago Daily News party were Mortimer 
Berkowitz, publisher of The American Weekly; Carol Channing, star of the Broad- 
way musical hit, “Gentlemen Prefer Blondes”; John S. Knight, publisher of the 

] Daily News; and Charles L. Whittier, chairman of the plans board, Young & 
Rubicam. 

HOSTS AND GUESTS—At Cresmer & Woodward's party were John Holzapfel, Bu- 
feau of Advertising; William Bell, the bureau’s research director; Leonard L. Mar- 

shall, president, and William T. Cresmer, board chairman, of Cresmer & Woodward. 

ABP WINNERS—Each of the above ads is from one of the six 
first award winners in the Associated Business Publications con- 
test for excellence of ad campaigns in industrial publications last 
year (see story on Page 28). The award category, the winners, 
and their agencies are: Top (I. to r.): Div. 1—operating and 
maintenance parts and materials; Linear Inc., Philadelphia, Ait- 
kin-Kynett-Co.; Div. 2—fabricating parts and materials and con- 
tainers and packaging supplies; Shakeproof Inc., Chicago, 

Waldie & Briggs; Div. 4—primary and process materials; Mon- 
santo Chemical Co., St. Louis, Gardner Advertising; Div. 5— 
construction and engineering material; Detroit Steel Products 
Co., Detroit, Fuller & Smith & Ross. Bottom (I. to r.): Div. 3— 
machinery and equipment; Westinghouse Electric Corp., Pitts- 
burgh, Fuller & Smith & Ross; Div. 6—institutional advertising 
and advertising of services and groups; R. G. Le Tourneay Inc., 
Peoria, Ill., Andrews Advertising Agency. 

% 
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Ethicon Suture Lab 

Publishes Cat-A-Log 

for Aelurophiles 
New Brunswick, N. J.—Ethicon 

Suture Laboratories Inc. has added 
to the plethora of animal picture 
books with cute captions, by pub- 
lishing the Cat-A-Log, a book of 

20 pictures of cats in varying 

moods with captions based on hos- 
pital situations. 

Fifty thousand copies of the pro- 
motion piece, brain child of George 
A. Kellogg, Ethicon vice-president 

$150. FOR 1 MINUTE 
TV FILM COMMERCIAL 

TV ADVERTISING 
FILM FOR LOW 
BUDGET ACCOUNTS 

FILMACK 
1335 S. Wabash Ave., Chicago 5, Ill. 

in charge of advertising, are being 
distributed to surgeons, surgical 
dealers, hospitals, salesmen and 
nurses. 

Last January, Ethicon (and Mr. 
Kellogg) published a picture story 
entitled “Death of a Salesman” 
at the company’s sales meeting 

in Chicago (AA, Feb. 6). Hanly, 
Hicks & -Montgomery, Ethicon 
agency, got an assist on the project. 

Ford Appoints Two 
WwW. L. Cress has been appointed 

assistant car sales manager of 
the Ford division of Ford Motor 
Co., Detroit. He was formerly as- 
sistant regional sales manager in 
Kansas City. John S. Snyder has 
been named assistant manager of 
truck sales in the truck and fleet 
sales department of Ford. 

Robert Bruce Names Kohn 
George Kohn has been named 

advertising and sales manager of 
Robert Bruce Knitwear Co., Phil- 
adelphia. He succeeds Horace Bor- 
den, who has been appointed to the 
new post of sales promotion man-' 
ager. 

Business Press 

Losing Ground, 

Lasser Asserts 
More Promotion, Harder 

Selling Urged to Hold 

Gains of War Years 

papers have 
slowly been losing their relative 

position as advertising media since 

1946, J. K. Lasser, noted account- 
ant and analyst, told the annual 
meeting of Associated Business 
Publications here Friday. More ag- 
gressive selling and promotion are 
essential, Mr. Lasser warned. 

“In the period from 1946 through 
1949,” he said, “total disbursements 
for advertising have advanced to 
something near $5 billion—at least 
33% more than in 1946. At the 

to 

THE ST. LOUIS STAR-TIMES 

ARE UG HALL 

THE MEDAL 

FEORDISTIN GUISRED™ 

COURNALIS ae 
SERVLCE « LN 

iste “To THE ST. LOUIS STAR-TIMES in recognition of its 

Other awards won by The St. Louis Star-Times in the past few years 

include: Sigma Delta Chi, certificate of honor for ‘‘ i in jour 

May 5, 1950 

1943; National Headliners Club Award for ‘‘outstanding public service,” 
1943; Fontbonne College Journalism Award, 1948; and The St. Louis 

Junior Ch ber of C Award, 1948. 

THE ST. LOUIS STAR-TIMES 
Represented Nationally By The George A. McDevitt Company 
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Year All Advertising Newspapers 
1940 11L8 95.7 
1941 120.8 98.2 
1942 120.3 91.0 
1943 148.7 114.6 
1944 172.0 120.2 
1945 192.4 123.4 
1946 211.7 142.2 
1947 246.8 182.4 
1948 270.9 200.7 
1949 279.9 235.2 

How Various Media Have Fared Post- 
war 

Dollar Advertising Income—1935-39 Equals 100 
Magazines Farm Papers ote Papers 

114.2 100.1 .2 
123.0 103.2 1412 
122.4 102.4 158.4 
160.4 143.3 219.5 
190.9 166.2 271.0 
214.8 183.3 292.5 
265.7 200.3 322.5 
308.6 257.4 338.7 
319.6 322.0 363.1 
307.7 307. 337.8 

same time the increase in busi- 
ness paper investment has been 
relatively insignificant.” 

Even the fact that until 1946 
business papers moved precipi- 
tously ahead of the general adver- 

tising index, and still show a far 
better picture at the end of 1949, 
compared to prewar, than any other 
major medium, is not too comfort- 
ing, Mr. Lasser implied, emphasiz- 
ing that “a lot of big, strong pa- 
pers lost money in the first quarter 
of 1949,” and that, according to 

industrial Marketing tabulations, 
there was a drop of 6.9% in busi- 
ness paper advertising pages for 
the first quarter of 1950, from the 
relatively poor levels of 1949. 

a Translating his figures on ad- 
vertising income into index num- 
bers, based upon 1935-39 as 100, 
Mr. Lasser showed that business 
paper revenue in 1949 was at an 
index of 337.8, compared to 279.9 
for all advertising, 235.2 for news- 
papers, 307.7 for magazines, and 
307.3 for farm publications. 

While this might seem comfort- 
ing, Mr. Lasser emphasized that the 

business paper advertising index 

rose more quickly than that of any 
other medium from 1939 to 1946, 
but now the medium’s growth has 
practically stopped, while other 
media are substantially ahead of 
1946. 

All advertising registered an in- 
crease of one-third in 1949, com- 
pared with 1946, he said, while in 

the same period “newspapers have 
gone up 65.3%; magazines have 
moved up 15.8%; network radio is 
down 2.9%; spot radio has gone 

up 21.9%; outdoor advertising is 

up 48.9%; farm publication adver- 
tising has moved up 53.6%; and 
business papers are up only 4.7%.” 

= Mr. Lasser listed five major 
reasons for the relative drop-off 
in business paper advertising jin- 
come: 

1. The “dissipation” of funds in- 
to other media, a condition which 
he classified as “more critical to- 
day than before the war.” 

2. “The constant writing down 

to the space buyers, and writing 

up to the people above them. The 

decision of whether or not to use 
business papers is made, after all, 

by the advertising manager and 

other responsible advertising ex- 
ecutives of the manufacturer firm, 

and by the account men and the 

principals in the advertising agen- 

cies. Until the business papers start 
advertising intelligently to these 

executives, and in executive lan- 
guage, they can’t hope to make a 

dent on them.” 

w= 3. “Part of our problem is in the 
reduction of budgets for promo- 

tion. Our analysis keeps showing 
decreased percentages; that is not 
true of others with a job of keep- 

ing present customers interested 

and selling other prospects. That 

is not what you are urging upon 
your own advertisers. I am not 

sure that we should not set aside 
more than we now do for adver- 
tising. Certainly it ought to be as 
much as any national advertiser 
would apportion in a normal year 
for his own promotion.” 

4. “Part of the problem is the 
difficulty with agencies who insist 
upon placing business with other 
media because of the low rate 

structure found in many business 
papers. Maybe the only cure for 
that is for us to aim at a mini- 
mum of $500 a page (or at least 
$50 per thousand subscribers) .” 

s 5. “Part of the trouble, too, may 
be in bad cost accounting by the 
agencies—in their insistence that 
they lose money with low rate busi- 
ness papers... Maybe we have an 

educational job...maybe we 
ought not to bear all the costs 
they insist on charging business 
paper accounts.” 

In spite of the relatively goonll 
first quarter picture, Mr. Lasser 
expressed his belief that business 
papers will find 1950 just as good 
as 1949, and that 1951 will also be 
good—“assuming you do a pro- 
gressive selling job.” 

Bank Advertising 

Continues At High 

Level, Study Shows 
Cuicaco—Advertising budgets of 

commercial banks are continuing 
at high levels and budgets for 
banks with $20-50,000,000 on de- 
posit have consistently increased, 

according to “Trends in Commer- 
cial Bank Advertising Expendi- 
tures,” annual publication of the 
Financial Public Relations Associa- 
tion. 

Newspapers receive the bulk of 

the ad budget from the 258 com- 
mercial banks included in the as- 
sociation’s survey, with banking 
periodicals and direct mail next in 
line. Radio, which has been losing 
favor steadily. with banks since 

1946 (according to previous sur- 

veys), will get less than 8% of 
1950’s advertising budget. 

@ About one-third of this year’s 
advertising, the survey shows, will 
be institutional, while consumer 
credit will represent about 13% of 
the total. Savings accounts .and 
trusts are next in line for a share 
of ad expenditures with about 10% 
each. 

The survey is compiled by Gene 
Bridges, public relations and ad- 
vertising, Republic National Bank 

in Dallas. In addition to thirteen 
pages of statistical tables, the sur- 
vey has an extensive introduction 

on service advertising, media and 
budgeting. In it Mr. Bridges dis- 
cusses the need for a sustained and 
comprehensive program of bank 
advertising, and its place in busi- 
ness development. 

= In the tabular presentation, the 

258 banks reporting are divided 
into 12 groups according to de- 

posit size. For each group is shown 

the percentage of advertising ex: 
penditures to gross income, net in- 

come and capital structure; the 
percentage of total advertising ex- 
penditure for each service and for 
each medium; the percentage of 
banks using each medium; and the 
average amounts expended for 
each service advertised and for 
each medium used. 

Copies of the survey may be 

obtained by sending $1 to the as- 
sociation at 231 S. LaSalle St., 
Chicago. 

Corbin Agency Moves Offices 
Corbin Advertising Agency, New 

York, has moved from 15 Park 
Row to 20 Vesey St. 
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Ziff-Davis Publishing Company 

185 N. Wabash Avenue, Chicago 1, Illinois 

350 Fifth Avenue, New York 1, New York 
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Along the Media Path 

@ The Denver Post Publishing Co. 

on May 16 will dedicate its new 

$5,000,000 plant, which will be able 

to handle four-color ads, roto- 

gravure sections and color comics. 

Major pressroom installations in- 

clude 20 Goss Headliner press 

units; four folders; Cline motors, 

controls, break detectors and fly- 

ing pasters; nine Goss Speedry 

rotogravure press units; double 

folder and GE electronic drive and 

register control. Five new Inter- 

type machines have been installed 

AND SALES-PRODUCING 

in the composing room. 

The newspaper’s classified phone 
room has been completely reor- 

ganized, and type faces have been 

increased from 72 to 96 pt., with 
complete fill-ins in the old type 
sizes. 
Announcement issue of the Post 

will not carry an increased number 

of pages. News of the event will 
be printed in the regular-size issue. 

Only out-of-the-ordinary feature 
will be two full-page ads, one 

thanking advertisers for their sup- 
port and the other thanking readers 

for their loyalty and interest in 

the paper. 

e The Minneapolis Chamber of 
Commerce has prepared an un- 
usual review of 1949-50 accom- 
plishments on a simulated film 
strip in a plastic capsule. The film 

strip points up the new local mag- 
azine, agricultural and civic 

achievements, a study of natural 

resources, aviation and educational 

cevelopments, and industria] ex- 

pansion in the city. 

e In its May issue, Glamour intro- 
duced a new reader service, 
“Glamour’s Buying Guide.” Each 
month, the guide will list selected 

fashions appearing in editorial or 
advertising pages and identify the 
stores in major cities where such 
items may be purchased. 

First listing in the May issue 
mentions hundreds of stores in 
315 cities in all 48 states. Fashions 
which appear in the guide are re- 
produced in miniature along the 
tops of the pages on which the 
guide is printed. 

e Station KXOK-FY, one of three 
remaining FM stations in St. Louis 

(five others have discontinued op- 

erations in the past six months), 
has put its new transmitter in op- 

eration. The station is now the 
most powerful in the St. Louis 

area, with a radiated power of 70,- 
000 watts and an antenna 574’ 

above street level. The new trans- 

mitter is located in the Boatmen’s 

Bank Bldg. 

e Larry Eisinger, formerly crafts 

and hobbies editor of Mechanix 
Illustrated, has been appointed ed- 

itor-in-chief of Fawcett Publica- 
tions’ new book line, Fawcett 
Books. He will be succeeded on the 
magazine by his assistant, Robert 
Brightman. 

e Thomas A. Wilson, president of 
Marine Midland Corp., Bingham- 
ton, N. Y., has been elected to the 

board of directors of McGraw-Hill 
Publishing Co., New York. Mr. 

Wilson was formerly mayor of 
Binghamton and was at one time 

president of the New York Con- 
ference of Mayors. 

e The Manila Bulletin celebrated 
50 years of publication March 27 
with a 216-page jubilee edition. Six 
sections of the paper covered the 

Bulletin’s first 50 years, the growth 

covera 
THE BIGGEST LINAGE GAINS GO TO BALTIMORE’S BIGGEST PAPER! 

In 1949 the NEWS POST was the only Baltimore daily to 

show gains in total retail advertising linage. In addition the 

NEWS POST showed the greatest gains in department store 

linage. Market coverage is the answer. The NEWS POST 

cost. (Total net paid 226,538.) 

First in Circulation... First in Coverage in the 6th Largest City 

reaches 57%, of all Baltimore city zone families* at a single 

A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 

Offices in principal cities: Philadelphia * Baltimore * Boston * Chicago * Detroit 

Los Angeles * New York © Pittsburgh * San Francisco * Seattle * Ft. Lauderdale, Fla. 

*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts. 
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of business and government, 
Americans in the islands, the na- 

problems. 

Parade has purchased three 
Hoe & Co. high speed rotogravure 

units for its Philadelphia plant, at 
a cost of $375,000. The new equip- 

ment—with the 17 units now in 
use—will increase the plant ca- 

pacity to 5,000,000 copies weekly on 

a five-day week. Two other print- 

ing plants in other parts of the 
country will continue to publish 
the magazine. 

e@ On April 25, the St. Paul Pioneer 
Press lowered its front page logo 6” 
and cut off both of the “ears” to 
welcome downtown St. Paul’s new 
wall-type street lights. In the space 
above the logo, the newspaper 
printed photographs of a down- 
town street before and after in- 
stallation of the new lighting sys- 
tem. 

The lights are mounted directly 
on the walls of the buildings, half 
way above the second floor level. 
They produce five times as much 
light as the old three-bulb street- 
side lamps, which will be removed. 
The new system is an important 

part of the multi-million dollar 
downtown modernization program. 

e Practical Builder’s May “data 
and specifications” issue, one of 
the largest builder publications is- 
sued in the past 20 years, contains 

390 pages and product ads of 277 
advertisers. 

The issue is divided into 14 sec- 
tions, each one corresponding to 

one phase of the building opera- 
tion (Section 1, for example, deals 
with excavations and foundations). 
Most of the ads contain specifica- 
tion data and appear in the section 

where the products featured nor- 
mally would be used. 

e@ The Los Angeles Herald & Ex- 
press in March published 968,086 
lines of local display advertising, 

an increase of 192,956 lines as com- 
pared with the same month last 
year. The record amount of local 
display advertising—1,037,918 lines 
—was carried by the newspaper in 
October, 1929. 

e Mutual Broadcasting System is 
mailing an unusual promotion 
piece decked out like an elaborate 
menu. In place of programs and 
prices, however, the “menu” offers 

1933.... MAY....1950 
Starting our eighteenth year 
of product news and informa- 
tion publishing which we 
originated in MAY of 1933. 
Thanks to early and con- 
tinuous acceptance by both 
readers and advertisers, I E N 

continues to lead its field in 
editorial service and in the 
number of advertisers using 

it to reach buying factors in 
the larger plants in all in- 
dustries. 

DETAILS? Write for “The | E N PLAN". 

Good for SELLING . . . because 

. .. Used for BUYING 
Circulation 60,338 ... 
65,174 Distribution 

EQUIPMENT 
MEWS 

THOMAS PUBLISHING COMPANY 
461 EIGHTH AVE., NEW YORK LF Y. 
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CHECK—Going over the five-game sched- 
ule of Notre Dame’s home games, which 
will be sponsored next fall by Chevrolet 
on the DuMont Television Network, are 
(left to right) Rev. Theodore M. Hesburgh, 

C. S. C., executive vice-president of Notre 
Dame; H. G. Little, executive vice-presi- 
dent of Campbell-Ewald Co.; and W. E. 
Fish, general sales manager of Chev- 

rolet. 

“mouth-watering facts” about au- 
diences and costs on Mutual. 

e The Minneapolis Sunday Trib- 
une’s “‘match the twins” contest has 
pulled more than 70,000 entries, 
and 50 judges are hard at work un- 
scrambling the more than 3,000,- 

000 sets of twins to determine win- 
ners of the $2,500 in prizes. 
During the six months ended 

March 31, incidentally, the Sunday 
Tribune had an average circulation 
of 603,778 copies weekly—an all- 
time circulation mark for the Sun- 
day edition. The paper baked a 
mammoth cake and held a plant 
party to celebrate the occasion. 

e “A Natural for Outdoor Promo- 
tions” is the title of an eight- 
page promotion piece issued by 

Station WSM, Nashville, for its 
“Grand Ole Opry,” the 125 “Opry” 
artists and about 75 additional en- 
tertainers. The leaflet, a reprint of 
a special Billboard section, men- 
tions that the “Opry” will be 25 
years old in October; has attracted 
an audience of 4,500,000 persons, 

and that sales of recordings made 
by stars total 125,000,000. 

e One hundred forty-five adver- 
tising and agency executives who 

journeyed to St. Paul on May 13 
last year to help the St. Paul Dis- 
patch-Pioneer Press celebrate its 

centennial and the centennial of 

the state of Minnesota, last week 
got a reminder of their visit in the 
shape of a handsome cake de- 

livered to their offices. 
Baked in honor of the publica- 

tion’s 10lst birthday, the cakes 

Just Published! 

SPECIALTY 
PAPERS 

Edited by 

ROBERT H. MOSHER 

@ a symposium by 19 top 
men in the paper industry 

®@ the first book in English 
on paper specialties 

@ discloses many secret 
manufacturing processes 

® covers such paper prod- 
ucts as gift wraps, dis- 
play, high-gloss, lumi- 
nescent, metallic, transfer, 
magnetic, photosensitive, 
waterproof, waxed, la- 

bels, carbon, printing, 
films, etc., etc. 

512 pages ° illustrated * $10.00 

——=—MAIL ORDER TODAY-— — - 
REMSEN PRESS 
26 Court St., Dept. A, Brooklyn 2, N. Y. 

Please send me .... copy (ies) of SPECIALTY 
PAPERS. I enclose remittance with the 
understanding that I may return book (s) for 
full refund in ten days if not fully satisfied. 

went out to admen in New York, 
Philadelphia, Detroit, Cleveland, 

Chicago, St. Louis and other cities, 
with an assist from Ridder-Johns, 

the newspaper’s representative. In 

handsqme celluloid boxes, the 
cakes carried a printed card re- 
minding recipients of their visit to 
St. Paul last year. 

George Kilgore Rejoins 
‘N. Y. Herald Tribune’ 

George J. Kilgore has rejoined 
the national advertising depart- 
ment of the New York Herald 
Tribune, and will have charge of 
magazine, newspaper and radio 
station advertising. Since leaving 
the Herald Tribune 10 years ago 
he has been associated with Hearst 
Magazines, Schenley Distillers, 
Einson-Freeman, and for nearly 
three years had his own business 
in California. 

Peiry Oftice Moves 
Edward Petry & Co., New York, 

radio station representative, has 
moved from 17 E. 42nd St. to 488 
Madison Ave. 

Plastics Group Reelects | 
Horace Gooch Jr., treasurer of 

the Worcester Moulded Plastics 
Co., Worcester, Mass., has been re- 
elected president of the Society of 
the Plastics Industry. Other officers | 
include: Chairman of the board,’ 
Geo. H. Clark, vice-president of 
the Formica Co.; vice-presideni, 
Spencer E. Palmer, assistant vice- 
president of Tennessee Eastman 
Corp., and secretary-treasurer, J. 
E. Gould, vice-president of De- 
troit Macoid Corp. 

Gittins Adds Lawler 
Eugene P. Lawler has joined 

Bert S. Gittins Advertising, Mil- 
waukee, as industrial copy and 
account man. He was formerly in 
the export department of Nord- 
berg Mfg. Co. and previously with 
Allis-Chalmers. 

Abraham Appointed V. P. 
R. V. Abraham, executive art 

director of Gourfain-Cobb Inc., 
Chicago agency, also has. been 
named a vice-president. He will 
be in charge of internal agency 
organization. 

LAST CALL 
MAY 10 
is closing date 

f or 

RESERVATIONS 

Phone, wire, or write 

today to reserve space 

in this feature issue. 

Deadline for copy can 

be extended to May 

17, the latest. 

MARK 

Advertising Age's Annual 

“Master Reference” Digest- 

ing And Cataloging All 

Available Media-Prepared 

Market Data 

ET DATA ISSUE 
(May 29,1950) 

= to Spanish and Weltevreden, 

In any language, it's Monsen 
Advertisers and their agencies who beam printed mate- 

rial to export markets get the most complete foreign language typo- 

graphic service from Monsen-Chicago—from Chinese and Russian 

For foreign language typography it’s easy—and economi- 

cal to work with Monsen. Foreign typography service includes expert 

translation, accurate typography, including the use of correct accent 

and proper punctuation marks. 

It's important to the sale of your products in foreign 

markets to have your message colloquially and idiomatically correct. 

And equally important is the appearance and correctness of the 

typographic matter—your sales message. 

Build good will and sales in foreign language markets 

with the more than 50 foreign faces and accents available at 

Monsen-Chicago and Monsen-Los Angeles. 

LOS 

CHICAGO 

ANGELES 

%* East of the Rockies it’s Monsen-Chicago at 22 East Illinois Street 

% On the Pacific Coast it’s Monsen-Los Angeles at 928 South F igueroa Street 
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“RESPONS 

the results, he 

With the fastest 

immediate, intensi 

your best buy! 

Positively THE BEST 
This publisher wanted a rep, so he ran classified 

ads in various publications. In commenting on 

ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

ADVERTISING AGE’s news content commands 

TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 

either equipment or services. The low rate for 
the big circulation where it counts, makes it 

E WAS 

said, “The response from 

printing schedule in the field, 

ve readership. .. . ADVER- 

No. 3609. Fuel Conversion on Mid- 
west Farms. 

“There are plenty of sales to 

fight over,” says Capper Publica- 
tions Inc., in offering Report #430 
—‘‘Power and Fuel for Appliances 
and Heating,” which shows how 
coal, wood, and kerosene are giv- 

ing way to electricity and LP gas, 
but how a vast new market still 
exists among farm and rural fam- 
ilies for modern appliances, since 

the market is still far from sold 
up. 

No. 3610. New Point-of-Sale Tech- 
nique. 

“Keep Your Eye on this One” 
is a descriptive brochure offered by 
Consolidated Lithographing Cor- 

poration, Brooklyn. It discusses the 

use of “Magicast,” a new develop- 

ment which creates the illusion of 
complete movement of any sub- 
ject, the material used being dur- 
able, water- and weather-resistant, 
color-fast, light in weight, and 
easy to ship. Display subjects ren- 

dered in this technique seem to 
Sturn and follow the viewer's eye. 
However, no moving parts are 

used, the illusion being created by 

reproducing the subject on a 

rounded, concave surface. 

No. 3611. Color Ads in Washington 
Post. 

The Washington Post offers a 
reprint section, “Do You Realize 
You Can Buy Color Advertisjng at 
a Very Favorable Rate?” show- 

ing actual samples of recent use 

of colors in the newspaper. Sam- 
ples show the use of a wide range 
of colors—available in units of 
1,000 lines or more. 

No. 3612. How to Fit Business Pa- 
per Ads to Specific Markets. 

“A Custom-Tailored Ad for Mar- 

ket X”’ is the title of a new booklet 

offered by McGraw-Hill, giving 
case histories which show how— 

with the change of a word or two, 

or a single spot illustration—a ba- 
sic ad can be adapted to different 

Note: Inquiries for items listed above 

Information for Advertisers 

readerships and different markets. 
Not only are production savings 

made possible, but markets are 
pinpointed. 

No. 3613. Fashion Buying Habits of 
Young Women Analyzed. 

“Fashion Buying Habits of To- 
day’s Woman Readers” is an ex- 
haustive new study in which the 
publication analyzes buying prac- 
tices as to number of purchases per 
year, prices paid, favorite colors, 
preferred fabrics, where shopping 
is done, and brands last bought. 
The study covers dresses, suits, 
coats, furs, blouses, slacks, bathing 
suits, gloves, handbags, footwear, 

hosiery, lingerie, etc. 

No. 3615. Canning, Glasspacking, 
Freezing Plant Data Folder. 

Food Packer’s “Media Data File” 
is a study of 4,272 canning, glass- 
packing and freezing plants con- 
stituting the “canning industry.” 
Annual production, expenditures, 
acreage devoted to food crops for 
canning, glasspacking and freezing, 
and buying control are analyzed. 

No. 3616. Influence of Management 
Men on Corporate Purchases. 

A study of 214 representative 
companies, “How Do They Buy?” is 
offered by U. S. News & World Re- 
port, The booklet reports on mini- 
mum purchases requiring execu- 
tive approval, percentages of of- 

ficers and non-officers participat- 
ing in purchases, and dependence 

on subordinates. 

No. 3617. Analysis of the Liquor 
Market. 

“The Liquor Market” is a new 
study offered by Nation’s Business. 
The booklet indicates “almost two 
out of every three adults (65%) in 
America report they drink some 
kind of alcoholic beverage.” This 

market is further analyzed by fre- 
quency, sex, economic and educa- 

tional levels. The market data are 

also correlated for evaluation of 29 
media for liquor advertising. 

will not be serviced beyond June 19. 

USE COUPON TO OBTAIN INFORMATION 

Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

Please send me the following (insert number of each item wanted) 

.- TITLE 

RATES per harge $3. 

HELP WANTED 

insertions ond 

Cash with -order. 

“Thursday 

spoce over 5 inchés apply on display 

POSITIONS WANTED 
FRED J. MASTERSON 

ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr-2 0115 ___ Chicago 

ACCOUNT EXECUTIVE: Phila. area. Fast 
growing agency wants aggressive man 
who can get new business, Best deal in 
town. 

Box 3080, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, ill. 

~~ LAYOUT ARTIST WANTED 
Opportunity in 4-A Agency for layout 
man who enjoys doing visuals for ideas 
and is experienced in finished layouts 
for magazine and newspaper advertise- 
ments. 

Box 3111, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

TOP NOTCH ART SALESMAN WANTED 
Fast growing, young, New York Art Ser- 
vice and Illustration Studio—excellent 
opportunity awaiting right man. Write 
stating background, and working basis 
desir 

Box 3117, ADVERTISING on 
11 E. 47th St., New York 17, N. 

~~ ADVERTISING & — 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 063 Chicago 

SPACE SALESMAN 
Weekly business magazine, established 
more than half a century, covering key 
industry has opening for experienced, 
aggressive space salesman. Send complete 

3124, ADVERTISING AGE 
11 St., New York 17, N, Y. 

Eastern Rep., | part time, for old audit- 
ed, national paper serving manufacturers 
in strong industry. Experience plus leg 
and head work necessary. Knowledge of 
fine chemical or drug industries helpful. 
For NYC interview give all pertinent 
facts. 

Box 3130, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 

Wanted, man as sales analyst, — e of 
making surveys of business potentials, 
in West Coast Graphic Art Industry. 

Box 3133, ADVERTISING AGE 
200 E. Illinois St, Chicago 11, Ill. 

ACE AGENCY 

1. Consumer food & appliance exp.. = 
2. Maj home appli.; indust. exp. . 
ART DIR.—Nat. Agcy exp. Under 35 

to $7200 
PUB RELATIONS—Broad nwp. bkgrnd.. . 

n 

Ask for EL.ANOR KENT 
TRIANGLE EMPLOYMENT AGENCY 

202 S. State St. Har. 7 

“ADVERTISING SUPERVISOR 
Immediate opening for young experienced 
advertising man capable of complete han- 
dling of small department. Package goods 
experience in drug field desirable but 
not essential. Excellent opportunity. 
State age, education, experience, and 
salary requirements 

Box 3136, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

WANTED—An advertising man with solid 
training, who has been turning out qual- 
ity work for two years or more. Medical 
or pharmaceutical background preferred 
but not necessary if experienced enough 
to recognize the fundamentals of ethical 
copy. Write a complete resume of back- 
ground and experience to the Advertising 
Manager, Baxter Laboratories, Inc., 
Morton Grove, Illinois. 

Sales Prom—Mdse—F 00d 
Advertising Asstant od 
Layout Artist—Photographer 

SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 

POSITIONS WANTED 

OPPORTUNITY WANTED with agency, 
mfg., or pub. (in adv. or sales prom. 
dept.) by 30 yr. old sales rep. 6% yrs. 
exp. with nat’l adver. (bev. food and drug 
field) in sales, mdsg., point-of-purchase, 
and outdoor adv., and sales prom. at 
retailer-wholesaler levels. Adv. major 
Ohio State univ. Location unimportant. 
All replies ans, 

Box 3127, ADVERTISING AGE 
200 E.“Illinois St., Chicago 11, Ill. 

Public Relations-Publicity 
Advertising Executive 

With 20-year record of achievement seeks 
| challenging job with a future. Now on 
| dead end street. Know agency procedure, 
printing, art, media, radio, house organs. 
Seasoned writer of business and indus- 
trial publicity and ad copy, shareholder 
and financial reports. National newspaper 
contacts. College, sober, married. Avail- 
able immediately, go anywhere. 

x 3131, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

ART DIRECTOR 
8 yrs. adv. exp. creative artist. Layout, 
art, production. 4-A Agency background. 
Seeks real opportunity in Midwest. 

Box 3132, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

Experienced successful public relations 
man wants one new account to add to pre- 
sent long-time clients. Has own expert 
staff and office. 

Box 3134, ADVERTISING AGE 
11 E. 47th ‘st., New York 17, N. Y. 

TO THE AGENCY EXECUTIVE 
who is not taken in by a wealth of high- 
sounding patter from applicants; intel. 
yng. woman seeks copy job with small 
Chgo. agcy. 6 yrs retail & agcy. exp. on 
fashion, food, home furn., indus. 

Box 3137, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

PROMOTIONAL MINDED! 
Intel. yng. woman with unusual nwp. 
prom. bkgrnd. seeks position with active 
promotions = PR firm. Chicago only. 

Box ADVERTISING AGE 
200 E. illinois St., Chicago 11, Ill. 

CRACK AGENCY WRITER 
Hi ID-Q, sharp product insight. Amazing- 

liable—works well with clients. Exc. 
refs, samples; ability. 
Resume on request. 

Box 3140, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Til. 

REPRESENTATIVES WANTED 

SIGN-DISPLAY 
REPRESENTATIVES 

Business founded late eighties enjoying 
prominent position in industry and high 
reputation production lithographed and 
screen processed metal counter, floor 
displays, indoor and outdoor signs? 

Opportunity to become exclusive repre- 
sentative on liberal commission basis 
exists in several territories. Experience 
selling these mediums not essential but 
some similar experience, creative ability 
and successful selling record requisite 
to consideration. 

Write immediately stating age, exper- 
ience, present activity, past and present 
connections in detail. Interview will be 
arranged. Negotiations treated in strict 
confidence. 

Box 3135, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

MISCELLANEOUS 
FINE AGRICULTURAL ART 

Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 

‘COMMERCIAL ILLUSTRATOR 
With National reputation offering you 
direct personal service. Creates and fin- 
ishes advertising art. Jo Engle, 3638 N. 
Kimball Ave., Chicago 18, Ill. KE 9-3378 

Beautiful Matched Pair Pipe Sets, made 
from finest Imported Briar, in handsome 
presentation cases. Regular $15.00. Sac- 
rifice $4.00 per set. Excellent business 
gifts. Remit to: Abbott Pipes, 62 East 
87th St., New York, New York 

FREE LANCE COPY WRITER for one of 
nation’s foremost agencys. Experienced 
in Direct Mail, Publication, House Organ, 
Radio & TV. You buy proved ability at 
low cost. For samples, write 

Box 3139, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

QUALITY PRINTING 
Fast service 10,000 copies Publications, 
Catalogs, etc. 52 pages Digest size, com- 
position, stock, press-work, binding com- 
plete $665. Publishers Associates, 225 
N. Michigan Ave., Chicago 1, Illinois 

demonstrable 

ADVERTISING SALES 
College man, 13 yrs. printing exp. wants 
chance to prove self in sales. Class. 
exp., 33 yrs., married, car, will travel. 

Box 3128, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

DESIRE LEAVE NY FOR CITY SOUTH- 
WEST, MIDWEST, WEST AS ACCT EXEC 
OR AD MGR....Since °'46 Acct. exec. 
NYC 4A agency—mail order ads pulled 125, 
000 inquiries—bought $1,000,000+ space 
time—2 yrs. TV. Was Dept. Store Ad Mgr, 
Mag. ad mgr, buyer. Sold thousands of 
dollars of mdse over counter and to re- 
tailers. A. B. & M.S. degrees. 32 yrs. Vet. 

Box 3129, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 

RADIO-TV DEPT. 
Our free-lance organization has as- 
sisted the radio-TV departments of 25 
agencies; has serviced 52 accounts, 
including many leading national ad- 
vertisers .. . Copy, jingles, dramatized 
commercials, TV spots, direction-pro- 
duction and programs. Special and 
long-term assignments. Investigate! 

GORDON M. DAY 

PRODUCTIONS 
108 East 30 Street « New York City 

WANTED 
Account Executive 
for Foreign Field 

Language not important, but must be will- 
ing to live in foreign country. Send snap- 
shot, state experience, references, etc. 
write to 

GRANT ADVERTISING 
INCORPORATED 

919 N. MICHIGAN AVE. 
CHICAGO 11, ILL., DEPT. K 

IS THERE A CHICAGO AD AGENCY 
that wants a man to become financially 
interested in their operation or to increase 
their present volume. | have some money 
and more important | have present billing 
and exceptional potential billing. | want to 
become interested in a growing agency that 
has foresight and can forget the past and 
meet changing conditions. Your reply will 
be held in strict confidence. 

Box 7609, ADVERTISING AGE 
200 E Illinois St., Chicago 11, Ill. 

ly adaptable all copy phases, styles. Re- 
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McGraw-Hill Names 

Riddell and Sawyer 
New YorK—G. E. Riddell has 

been appointed sales manager of 

Food Industries, and B. E. Sawyer 
has been named sales manager of 

Chemical Engineering, both Mc- 
Graw-Hill publications. 

Sawyer, who has been with Mc. 
Graw-Hill for 14 years, succeeds 

T. Richard Cascoigne, who has re- 
signed. A graduate of Purdue Uni- 

G. E. Riddell B. E. Sawyer 

versity, Sawyer joined the com- 
pany in 1936 as editorial assistant 

on Power, subsequently becoming 

managing editor. In 1941 he was 
made its sales promotion manager. 
During the war he served in the 
Navy, returning to McGraw-Hill 
in 1945 as business manager of 
Power and Operating Engineer..In 

1948 he was appointed district 
manager of Factory Management & 
Maintenance. 

= Riddell, a graduate of the Uni- 
versity of Illinois, has been Food 
Industries’ representative in Chi- 
cago for the past two and a half 

years. Previously he was with the 
American Meat Institute, where he 
served as manager of merchandis- 

ing field activities in Chicago and 

also as its eastern representative 

in Philadelphia. Before that he did 
marketing and advertising research 

for Curtis Publishing Co. 
George R. Ramel, sales manager 

of Engineering News Record and 
Construction Methods & Equip- 

ment, will succeed Sawyer as dis- 

trict manager of Factory Manage- 

ment & Maintenance. No successor 

to Mr. Ramel has been named. 

Pedlar & Ryan Names Webb 
Howard W. Webb Jr. has been 

appointed a space buyer of Ped- 
lar & Ryan, New York. He former- 
ly held a similar position with 
Kastor, Farrell, Chesley & Clifford 
and with Compton Inc. 

e 

REPRESENTATIVES: We design and 
produce permanent displays for 
advertiser distribution to their 
dealers. We invite correspond- 
ence from qualified men who call 
on national advertisers. 

HARVE FERRILL & COMPANY 

11 E. Walton Place 

Chicago 11, Ill, 

ATTENTION NEW YORK AD AGENCIES 
| have an inviting proposition to offer a 
New York Agency that wants to open a 
Chicago office or has an office in Chicago 
now that is not paying out. | have billing 
fo start and outstanding potential billing 
waiting for me to make a change from my 
Present set-up. | can even become finan- 
cially interested in the Chicago operation 
if necessary. 

Box 7610, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

Good jobs today require a resumé 

100 JOB RESUMES $5 
typewriter facsimile 

100 PHOTOSTAMPS $5 
gummed & perforated 

ARTHUR SANDALE 
221 Ave. F. Brooklyn 18, N. Y. 

WHAT'S WRONG WITH YOUR ADS? 
Not pte? Mail me your copy and its com- 
petition r $50, big agency 
writer will 1) analyze ads 2) add to your 
sales punch 3) suggest new ta angles. 
This is your chance to get $ million agency 
thinking on your own personal advtg. problem. 
Satisfaction guaranteed. Send ads or write 

onsultant, Box 7608, ADVERTIS- 
NG AGE, II E. 47th St., New York 17, N. Y. 
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Housing Starts for 1950 
Up 59% from 1949 Record 
WaASHINGTON—The housing boom 

is developing into the biggest busi- 

ness story of 1950. Last year’s 
1,025,000 housing starts represented 
an all-time record. It is becoming 

apparent that 1950 will be sensa- 

tionally better. 

For three months of 1950, hous- 
ing starts ran 59% over 1949. Pre- 
liminary data indicate that the 
trend continued in April. At the 
Bureau of Labor Statistics the ex- 
perts have their fingers crossed; 
they believe housing starts will top 
1,500,000 units in 1950. 

Housing, of course, is the touch- 
stone to prosperity for a host of 

consumer goods industries and 
services. Largely as a result of the 
building boom, the market for 
furniture, refrigerators, washing 

machines, ranges and other ap- 
pliances remains strong. Govern- 
ment economists are beginning to 

peek out from behind crying towels 

and suggest that 1950 may turn out 
pretty well after all. 

eee 

There is more support for the 
$800,000,000 St. Lawrence seaway 

project today than at any time 
during the 25 years it has been 

under discussion. One reason is the 
dwindling iron ore supply avail- 

able from the Lake Superior dis- 

trict for steel plants of Gary, Cleve- 
land and other lake cities. Lake 
Supericr sources currently pro- 

v de about 85% of the nation’s iron 
ore needs, but experts believe it 

will meet less than half of the 

country’s needs 15 to 20 years from 
now. 

Steel executives appearing at 

House public works committee 
hearings say the St. Lawrence 
waterway would assure cheap 
transportation for ore imported 

from Labrador. 

@ 

New standard contract forms de- 
signed by the General Services Ad- 

ministration—central purchasing 
office for non-military items—con- 

tain an “anti-five percenter” clause 
requiring contractors to declare 
whether they have retained a spe- 

cial representative, other than a 
full-time employe, to help solicit 
or secure the business. Jess Larson, 

General Services administrator, 
says his office has no intention of 
interfering with legitimate agents. 

e @ 

Worried congressmen still are 
finding it difficult to get the stalled 
aid-to-education bill off the church 
vs. state hook. Don’t think it isn’t 
costing them sleep. They realize 

voters going to the polls this fall 
will be well aware of the over- 
crowded conditions which plague 

schools all over the country. 

School and college registrations 
for the year 1949-50 total 29,300,- 
000, an increase of 900,000. In- 
creases are largely in the six to 
nine age group, according to a 
Census Bureau survey. There are 

still about a million G.I.s in school, 
but that is a decrease of 300,000 
from the 1947 peak. 

Incidentally, Census Bureau says 
one out of nine of the 20,500,000| 

elementary school children is in a 
private school. The private school 

ratio among 6,500,000 high school 
students is one out of eleven. 

By STANLEY E. COHEN, Washington Editor 

cold war stepping up, a bill of this 
kind is sure to encounter a veto. 
The President’s case may be so 

strong that the veto will stand. 

e ee 

The Senate received a resolution 
deploring the lack of adequate low- 

cost transportation for Americans 

who want to travel to dollar- 
hungry countries abroad. Sponsor 

of the resolution is Sen. Owen 

Brewster (R. Me.). In encourag 

ing foreign travel, he is in a new 
role. Last year he rammed through 

a crippling rider prohibiting Euro- 
pean governments from spending 

Marshall Plan dollars for adver- 

tising which might draw tourists 
away from Maine’s “vacation land.” 

KNX Appoints Tankersley 
William H. Tankersley, formerly 

vice-president in charge of sales 
and promotion for Story-Ad Inc., 
has been named merchandising 
manager of KNX, Los Angeles, and 
the Columbia Pacific Network. He 
replaces Arthur Mortensen, re- 
cently named an account execu- 
tive of the network, and will work 
under the director of Ralph Taylor, 
network promotion director. 

Chernow Gets Account 
Chernow Advertising Agency, 

New York, has been retained by 
E. P. Reed & Co., Rochester, N. Y., 
to handle the advertising and pro- 
motion of Matrix, Collegebred and 
Matripedic shoes. Magazines, news- 
papers, window displays and other 
forms of promotion will be used. 

McAvity Joins CBS 
Tom McAvity, free-lance pro- 

ducer and director, has joined Co- 
lumbia Broadcasting System as ra- 
dio production supervisor in Holly- 
wood. Mr. McAvity left Lord & 
Thomas in 1941 and has been free 
lancing since. 

Young Opens Own Offices 
Herbert F. Young, formerly with 

Fawcett Publications’ Chicago of- 
fice, has opened his own publica- 
tion representative office at 360 N. 
Michigan Ave., Chicago. He has 
been appointed Chicago represen- 
tative of the American Comics 
Group. 

Hudson Promotes Rust 
A. F. Rust, used car manager 

of Hudson Motor Car Co., Detroit, 
has been named merchandising 
manager of the company. 

Nolan Appointed V. P. 
John T. Nolan Jr., account ex- 

ecutive, has been named a vice- 
president of Keelor & Stites Co., 
Cincinnati. 

Roshkow Joins Leon Agency 
Howard M. Roshkow, formerly 

with Wain & Baruch, public rela- 
tions, has joined S. R. Leon Co., 
New York, as manager of publici- 
ty and research. 

USE GOVERNMENT PHOTOGRAPHS 

TP] MILLIONS OF THEM 
IN PUBLIC DOMAIN 
Big publications & adver- 
tisers use many. No high 
photography costs or lim- 
ited subjects if this tre- 
mendous, little understood, 
photo reservoir is utilized 
through our search services 

& explanatory, $7.50 manval-catalog, ‘‘Through 
Government Lenses'’. Sold on 5 day approval. 
Details free, with indorsements of gov't officials, 
users, and press. WASHINGTON COMMERCIAL 
CO. Dept. J, 1200 1 5th St. NW, Washington 5, D.C. 

TOYS 40 million youngst 

is a $300 MILLION Business! 
read 

TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 

TOYS & NOVELTIES 

d. 
toys. y 

BELL BUILDING 
CHICAGO 1, ILL. 

Now —Kimberly-Clark brings you 

Premium Papers 
Standard Prices! 

HOT OFF THE PRESS — WITH SPARKLING NEW LEVELCOAT SALES APPEAL! 

Now you can make every impression 

a far better impression — 

increase in printing cost! For Kim- 

berly-Clark’s four new fully-coated 
Levelcoat* papers with 

new formula, give you premium qual- 

ity press performance and reproduc- 

tion—at the cost of ordinary paper! 

You’ll see new whiteness and 

brightness, feel new smoothness, in 

all four 1950 Levelcoat papers. In 

make-ready, on large or small presses, 

you'll discover new 

without an 

new fiber, 

dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on 1950 Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 

azines or house organs—look to 
Levelcoat for printability at its best. 

Egg beater a la 

economy and 

From logs to chips in 60 seconds! After 
whirling blades reduce logs to “postage stamp” 
chips, screens remove oversize pieces. It’s part 
of the carefully integrated system whereby all raw 
materials, machinery and processes are produced 
or controlled by Kimberly-Clark — giving you the 
finest coated paper in this market. 

cally-controlled room-size beaters blend LongLac 
sulphate pulp with other raw pulps. This exclu- 
sive ingredient—plus the new white clay coat- 
ing formula—is the secret behind a super-smooth 
1950 Levelcoat with broad ink affinity, dimen- 
sional stability, and brilliant new whiteness. 

Ever picked a pick resistant paper? You have 
—if you’ve picked Levelcoat! And just as this 
picture shows the test for opacity, so does Kim- 
berly-Clark test each lot of paper for pick resis- 
tance. They’re just two of the 79 checks that 
assure, in new Levelcoat, the press performance 

and reproduction of higher-priced paper! 

Kimberly-Clark! Automati- 

Before choosing any printing paper — Look at Levelcoat 

New TRUFECT*-—whiter, smoother, folds 
even better than before. Trufect, for letter- 

eee 

It looks increasingly as if the 
New HIFECT*-— with sulphate-cooked 
fibers added, permanence, foldability, di- KIMBERLY-CLARK ? 

4 House ways and means committee mensional stability make Hifect ideal for press, offers faster ink setting time, greater 
mcy -s killing excise tax repeal with covers or any fine letterpress printing. press dependability, finer reproduction. CORPORATION 
ou! i indness. Committee members, un- 
ney able to say “no” to anyone, have New LITHOFECT* — for offset printing, New MULTIFECT*—an economy sheet NEENAH, WISCONSIN 

rite already tentatively “removed” Lithofect provides a moisture-and-pick-re- for volume printing. Now Multifect has added 
rIS- more than a billion dollars of sistant coating. Offers outstanding foldabil- strength, better foldability, greater uniform- 
Ms revenue from the books. With the ity. Renders colors without loss of density. ity ream-on-ream than ever before. TRADEMARK 
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‘Satisfy Consumer 

Desires Completely,’ 

Authors Recommend 
New YorkK—“Though profit may 

be the primary aim of manage- 

ment...complete satisfaction of 

consumer wants is the only posi- 

tive approach to business success,” 

according to Harold H. Maynard, 
chairman of the department of 

business organization of Ohio State 
University, and Herman C. Nolen, 

vice-president of McKesson & Rob- 
bins. 

Mr. Maynard and Mr. Nolen in- 
troduce their new textbook, “Sales 

Management,” with this argument, 

and the entire volume is based on 
the same concept. 

Though the book is frankly in- 

tended as a university text, the 

authors display a sensitivity to 

salesmen’s problems and correct 

handling of such problems that is 
infrequently found in volumes de- 
signed to assist sales teaching 
staffs. 

Ronald Press Co. is the pub- 
lisher. The price is $5. 

Ken Mason Heads Group 
Ken Mason, advertising promo- 

tion director of the New York 
World-Telegram & Sun, has been 
elected president of the New York 
Promotion Managers Association 
He succeeds Irvin S. Taubkin of 
the New York Times. S:uari Paiton 
Jr. of the Brooklyn Eagle replaces 
Mr. Mason as secretary. 

Jam Handy Names Long 
George W. Long has been named 

administrative assistant in the 
slide film department of Jam 
Handy Organization, Detroit. He 
will supervise and coordinate slide 
films, artwork, charts and graphics 
for sales promotion and training 
rrograms. 

Advertising in the Test Stage 

Test Drive Set For 

Doray’s Defroster 
PHILADELPHIA—Doray Inc. is in- 

troducing into the consumer mar- 
ket nationally its new Doray auto- 
matic defroster and is launching a 

consumer advertising campaign. 

The campaign, scheduled for 
May and June in eight women’s 

magazines, is for test purposes 
only. If the initial insertions draw 

well, the campaign will be ex- 
panded both in size of space and 
the number of magazines. 

A. E. Aldridge Associates, Phil- 
adelphia, is handling the campaign, 
which includes two-color broad- 
sides for the trade and sales kits 
for dealers. 

Copy in full-page and smaller 
ads plays up the “freedom from 

defrosting” theme, and mentions 
that the defroster is also a clock. 
Some ads include a small form 

at the bottom which ostensibly is 
to go to the dealer, but actually is 
mailed to Doray Inc., for forward- 
ing to the nearest dealer. Full-page 
ads do not include the order form. 

TEST AC’CENT 
ON WEST COAST 
Cxuicaco—Amino Products Divi- 

sion of International Minerals & 
Chemical Corp. is running a series 
of two-week test promotions to 

speed movement of Ac’cent, the 

company’s monosodium glutamate 
product, from grocers’ shelves. The 
tests are concentrated in meat de- 
partments of West Coast chain 
stores. 

Meat departments have been 
supplied with slap sheets printed 

*Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 

REFLECTIVE 

Right across the country, or right around home, 
National Highway Displays are doing a sound, 
economical, constant selling job for all kinds 
of products—the kind of a job they can do for 
you! National Highway Displays span the coun- 
try —the most extensive network of its kind! 

National Advertising Company has far the finest, 
best organized staff for the erection and main- 
tenance of highway displays. 25 
—a staff numbering more than 
to go to work right now—for you. 

regional offices 
500 —are ready 

National Advertising Company presently serves 
the finest names in American industry — firms 
who invest more than $10-million a year in high- 
way display coverage. You can be sure when 
ou deal with National Advertising Company. 
rite, wire or ‘phone for details. National Adver- 

tising Company, Waukesha, Wisconsin. 

SHEETING 

NAMES THAT GO NATIONAL—Alemite © American Broadcasting Company @ Auto-Lite © Buick © Burd 
Piston Rings © Chevrolet © Chrysler © Cooper Tire © Dayton Tires © Devoe & Raynolds Paint 
Dodge-Plymouth © Du Pont ¢ Evinrude Motors ¢ Fisk Tires © Ford © Fox Head Brewery © Glidden 
Paints ¢ Hamm Brewing Company ¢ Hudson ¢ International Shoe Company ¢ Kaiser-Frazer ¢ Lincoin- 
Mercury Martin-Senour Paints ¢ Miller Brewing {Mohawk Tires © Nash Oldsmobile Pennzoil 
Pepsi-Cola Philce Pontiac Pyrefax Quality Bakers of America © Seiberling Tires © Society Brand 
Clothes ¢ Studebaker ¢ U, S. Tires © Willys-Overland, and ether sectional and lecal advertisers. 
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with the Ac’cent display message, 
and sample packets containing % 
teaspoon of the product, enough to 
enhance the flavor of one pound of 
meat. Slap sheets are included in 
wrapping all meats, and a sample 
will be enclosed in each package, 

s To date, results of the tests are 
“very good,” according to company 
OITiclais, DUT 1s still too eariy w 
calculate the final effects of the 
promotion. Detailed information 
probably will not be available until 
later this month. 

If initial tests boost sales, simi- 
lar promotions may be planned for 
supermarkets in Chicago, Cincin- 
nati, Cleveland and other big mar- 
kets. 

The West Coast tests are corre- 
lated with the company’s new 
radio and television drive for Ac’- 
cent in that area. Radio was used 
last summer, newspapers through 

the winter months, and both radio 
and TV will be used throughout 
the coming summer season. 

J. Walter Thompson Co. here is 
the agency. 

WASHINGTON STATE 
OPENS TEST DRIVE 
SEATTLE—The Washington State 

Fruit Commission has undertaken 
a test promotion boosting fountain 
drinks made from Bartlett pears 
and Elberta peaches. 

The commission, after casting 
envious eyes on what frozen or- 
ange juice has done for orange 
sales, decided to invent fountain 
beverages which would stimulate 
consumption of pears and peaches. 

As a result, the Bartell Drug Co,, 
through its 22 drug outlets in 

Seattle, has devised an Elberta 
peach milkshake and a Bartlett 
pear milkshake, both of which the 
drug stores are promoting during 
the month of May. 

Point of sale banners, window 
streamers, counter cards and gim- 
micks such as “red head day,” 
meaning free peach or pear milk- 

shakes for all red heads, are be- 
ing used in the course of the test. 
National promotion plans depend 
entirely upon results of the Seattle 
tests. 

Appoints Wolfe and Metro 
Marty Wolfe has been named 

production manager of Rocky 
Mountain Journal, Denver. Con- 
stantine Metro, formerly with F. B. 
D’Angelo Advertising Agency, Wa- 
terbury, Conn., has joined the ad- 
vertising and sales promotion de- 
jena of Rocky Mountain Jour- 
nal, 

Joins O’Mara & Ormsbee 
Joseph R. O’Donnell has joined 

the New York office of O’Mara 
& Ormsbee, newspaper advertising 
representative. He was formerly 
with Dan A. Carroll Co., which 
was dissolved April 1 (AA, March 
13). O’Mara & Ormsbee has moved 
its New York offices to 420 Lexing- 
ton Ave. 

NEW JERSEY'S FOURTH LARGEST MARKET 

You bet we eat well in Bayonne. We spend 
$292.00* per person or—36% MORE on FOOD 
in Bayonne than the national average. Get 
your share of this premium market by adver- 
tising in the only newspaper with 99.85% of 
its circulation concentrated in the City of 
Bayonne. 

Bayonne .. . CANNOT BE SOLD 
FROM THE OUTSIDE 

*Source: Sales Management 

Send for the TIMES Market Data Book 

THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 

295 Madison Ave., © 228 LaSalle $t., Chicage 
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Footnotes 
By G. D. CRAIN JR. 

Advertising competitions in 

which prizes are awarded for the 
best ais and campaigns, in com- 
petition with others running in the 

same media or fields, impose con- 

siderable responsibility on the 
judges who make the awards. In 
fact, having participated recently 
in judging a large group of in 

dustrial and business paper adver- 

tisements for an advertising or- 

ganization, I have the feeling that 

most judges find it very difficult 

to execute the assignment to their 
own satisfaction. 

That is to say, when even com- 
petent and experienced practition- 

ers in the advertising field are 

asked to look over dozens, 
scores or hundreds of ads, most 
of which are extremely well done 
from a technical standpoint, who 

can say which of the entire number 
is “best”? If the only real meas- 
ure of advertising value is results, 
every such advertisement or cam- 
paign should be accompanied by a 
statement from the advertiser or 
agency submitting it, showing just 
what the advertising was expected 
to accomplish and what the actual 
results were. 

s Strange to say, many of these 
competitions do not make such a 
requirement of entrants. In some 
cases no information whatever, ex- 

cept as to the date of the ads and 
the media in which they ran, is re- 
quested, and in others entrants are 
invited to submit any supplemen- 
tary information they care to pro- 
vide, but are not required to fur- 
nish it. Thus the supposedly om- 

niscient judges are confronted with 
a large volume of finely executed 
advertising, with little or no in- 
formation on the performance of 
either individual ads or entire 
campaigns. 

It seems to me that in the light 
of current readership research and 

mail order checks, plus efforts 

which have been made to pretest 

advertising before publication or 
broadcast, it is a bold navigator 

who would enter uncharted waters 
of this kind with any degree of as- 
surance. 

s.Actually, today’s standards of 
advertising execution are so high. 

in the matter of layout, illustration 

and copy, that it is next to im- 
possible to look at an ad, compare 

it with others of the same general 
type, and say which is best. Some 
are better looking, some are better 

written, but what happens to the 

people who see them is necessarily 
in the realm of the unknown. 
The advertising competition of 

the Cleveland Advertising Club, 
based on documented performance, 

has been reported and commented 
on in ApvVERTISING AGE. Other or- 
ganizations, local and _ national. 
which are now conducting or plan 

to conduct advertising competi- 
tions, might well follow its ex- 
ample. 

Da-Lite Advances Heck 
Gilbert Heck has been appointed 

sales manager of the Da-Lite 
Screen Co. of Chicago, makers of 

Projection screens. Mr. Heck, as- 
Sistant sales manager for the past 
three years, replaces O. N. Wilton 
who resigned to take an active in- 
terest in his export-import firm, 
~ Wilton & Associates in Chi- 

0. 

Candy Council Issues Kit 

A new public relations kit for 
the candy industry has been re- 
leased by the Council on Candy of 
the National Confectioners As- 
sociation. The kit is designed to 
implement local public relations 
activities of candy manufacturers. 
and contains editorial material, 
Speeches, technical data and edu- 
cational material. 

MURAL—The advertising and public relations class of the Barmore School, New 
York, prepared this mural for an “‘it’s all in advertising exhibit” to be held in 
May. Posed with the mural are Lee-muiron Rousseau, president of Market Research 

& Advertising, instructor in the courses, and Toni Weiss and Elaine Bauman. 

Sterling Drug, Dolcin 
Sponsor ‘Gospel Singer’ 

The Centaur-Caldwell division 
of Sterling Drug, New York, 
through Sherman & Marquette, 
will sponsor “Your Gospel Singer,” 
a transcribed Harry S. Goodman 
program, daily over seven south- 
ern stations starting Aug. 14. The 
market lineup is expected to be 
expanded later. 

Dolcin Corp., through Victor van 
der Linde Co., has resumed spon- 
sorship of the “Gospel Singer” over 
the Don Lee Network after a short 
interval. 

Knipschild Moves Office 
Roy Knipschild & Co., adver- 

tising sales promotion agency, has 
moved to larger quarters at 520 
N. Michigan Ave., Chicago. 

Remington Rand Offers Film 
“Keys to Electri-conomy” is the 

title of a 27-minute, 16mm film re- 
cently released by Remington 
Rand Inc., New York. The film 
illustrates Remington Rand’s elec- 
tric typewriter, and how it over- 
comes the sales resistance of a 
hard-boiled vice-president. It is 
available, with operator and pro- 
jector, without cost at any Rem- 
ington Rand office. 

PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 

Cohan to Do TV For Scheer 
James S. Cohan has been ap- 

pointed director of television pro- 
ductions for the William N. Scheer 
agency, Newark. Mr. Cohan’s back- 
ground includes work as continuity 
director of Station WAER, Syra- 

Barr Moves Up at Despard 
Frank H. Barr has been ap- 

pointed vice-president and general 
manager of Harry R. Despard, Ad- 
vertising, Toronto. Mr. Barr was 
formerly assistant general manager 
of Charters Publishing Co., Toron- 

cuse. to 

Pat. No. 2,197,483 

Pat. No, 2,201,104 

PLAY UP YOUR SALES TALKS 
NOW you can make a game of your sales promotion. 
For give-aways or resale. Tailor-made, exclusively yours 
under two U. S. Patents. Free sample and prices. 

Prevue-Radsell Co. 
343 S. Dearborn St. 

Chicago 4, Ill. 

Case-history cards give a continuous record of purchases 
by a scientifically chosen sample of 5000 homes 

This Miniature America 

can help you see behind the totals, to measure sales trends 

against today’s new opportunities 

A FAMILY OF TWO in Cincinnati. 
A family of seven in Louisiana. Other 
families in big cities and on farms, 
near the country club and on the 
wrong side of the tracks... 

These families—5000 of them— tell 
us every month what they bought, 
where they bought it, what they paid. 
Sixty thousand written reports a year 
... cards carrying more than 2,700,000 
purchase entries! 

That’s the way the JWT Consumer 
Panel brings to life a market story 
which can be uncovered in no 
other way. 

How is this story used? 

Your Sales Manager, for example, can 
be certain that your product is stocked 
and moving in the outlets where peo- 
ple are buying most of your kind of 
merchandise. 

Cross-tabulation of figures from the Panel reports 

gives clients not only exclusive sales facts, 

but dependable TREND LINEs for these facts. 

Your Merchandising Department can 
measure accurately (and promptly!) 
whether deals or premiums actually 
are attracting new customers. . . and 

how many new customers you hold. 

Your Product Manager gets an im- 
mediate picture of whether the 
ultimate consumer votes yes or no 
on your new products, or new pack- 
ages, or new sizes. 

And Management, as the experience of 
clients has proved, can be warned in 
time of problems which otherwise might 
not even have been suspected! 

The Consumer Panel is only one of 
the many unusual services available 
to our clients. May we tell you more 
about it? There is no obligation, of 
course. J. Walter Thompson Company, 
420 Lexington Avenue, New York 17, 
N. Y. Twenty-two other offices in 
strategic cities around the world. 

5. This information is 

The J.W.T. CONSUMER PANEL 

offers these unique advantages: 

1. The base is a 5000-family sample of the 

whole United States, covering all fam- 

ily types and all marketing areas. 

The monthly reports from these fami- 

lies are based not on opinion, not on 

memory . . . but on FACT as recorded in 

a daily diary. 

Every purchase (of the products in- 

cluded) is recorded, and the place of 

purchase shown . ._ including major 
chains, syndicate stores, house-to- 

house, cooperatives, etc. 

Because the results are a continuous 

record of the buying habits of the same 

families, they can be analyzed as case 

-histaries . . . which mirror accurately 

the facts on repeat sales, results from 

deals and premiums, etc. 

ilable to one man- 

ufacturer only in each product field, 
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To the Editor: I think it is im- 
portant that Bob Hope, Frigidaire, 
and Foote, Cone & Belding get 
rid of a $40,000 headache. 
Some commentators, in the 

press, and other critics have ques- 

tioned paying Bob Hope $40,000 
for the hour-and-a-half Frigidaire 
Easter Sunday television show. 

To begin with, to my knowledge 
neither Bob Hope, Frigidaire, nor 
Foote, Cone & Belding have said 
that Bob Hope was paid $40,000 

for the show. What he was paid 
is strictly between the interested 
parties. 

But for publication I will say 
that he was paid a lot of money. 
The sum of money, however, was 
not paid for an “act” called Bob 
Hope. The money paid him was 
for his services as master of cere- 
monies, actor, producer, director; 
and for the services of such writers 
as he hired; and for the services 
of his public relations representa- 

Monday through Fr 

PULSE 

Or, if it’s spots you're interested in, WCFL offers one-minute availabilities 

reaching tuned-in radios at a cost of only 48 cents per thousand. 

50,000 watts * 1000 on the dial — 
The Vaice of Labor 

WELCOME 
(formerly Breakfa, 

with Jack McElroy 
iday, 

WITH A READY-map 
OF 2.4 

TO HOLLYWoop 
st in Hollywood) 

1:00 to 1:36 p.m. 

E CHICAGO. 

This department is a reader’s forum. Letters are welcome. x 

Criticism of Hope-Frigidaire Easter TV Show 
Payment Called Unfair; Included Many Expenses 

tive. The fee also included cost of 
transportation from California to 
New York and return for Mr. Hope, 
his writers, public relations repre- 
sentative, and several other helpers. 

Let it be clear that I do not 
mean to take credit from Mr. Lieb- 
man, the producer of the show, 

or any of the other people who 

had to do with the mechanics of 
getting the show on the air. 

However, the facts are that Mr. 
Hope’s years of experience made 

the quality of the production pos- 
sible. While there were some set 
acts, such as Maurice Rocco and 

Bea Lillie’s “Gay Paree’” number, 

his writers spent weeks writing 

and rewriting and tying together 

the whole show. And if one wants 
to check the achievements of his 
public relations representative, all 

he has to do is to go to the news- 
paper files for the week preceding 

the telecast. 
As to the time spent by Mr. Hope 

himself, I know that pretty accur- 

ately ...I was there. 
I know of two times in Feb- 

ruary that Bob and I were together 

in California and spent a total of 

five days in planning the show. 
We were also together in New York 

in February and spent another two 

days there making plans. I was 

with him in New York again for a 
week while he was at the Para- 
mount Theater in March, and al- 
most every break between his stage 

appearances was spent in discuss- 

ing the Frigidaire Easter Sunday 
show. I was again with him in 
California in March for another 
three days. 

I can assure you that for three 
weeks preceding the show date, 
Bob Hope worked continuously on 

the Frigidaire show when he was 
not concerned with other duties, 
such as his regular radio broadcast 
for Lever Brothers. I also know 
that from Tuesday night, April 4, 

until Sunday, April 9, when the 
Frigidaire telecast went on, he 
spent every waking moment work- 

ing on the show. .. and there were 
very few moments when he was 
not awake. 

As an example: The day preced- 
ing the show, he worked in the 

theater from 10 in the morning 

until midnight, then worked in his 

room until 5 o’clock Sunday morn- 

ing, and was back at the theater at 
10 a.m. 

I go into this detail simply be- 

cause it seems unfair to have sev- 
eral people, as did Billy Rose in 
his syndicated column of April 26, 

take a potshot at Bob Hope for be- 

ing paid $40,000 for an “appear- 
ance.” 

An “appearance” on somebody’s 

variety show on television might 
be one thing. But Mr. Hope created 

for television a Broadway produc- 

tion—something that Broadway 
producers take months to prepare. 

I do not like to have Foote, Cone 
& Belding, Frigidaire, or Bob Hope 
accused of paying a price for an 

actor that will make it impossible 

for most advertisers to buy other 
leading performers for television 

because a price precedent has now 

been set. 
So far as Foote, Cone & Belding 

goes, it has been our policy not to 

pay a lot of money for television 

shows. The record shows this. 
So far as Frigidaire goes, it is 

their belief—in which Foote, Cone 
& Belding concurs—that occasion- 
,ally such extravaganzas can ac- 

complish for Frigidaire in one year 

what competitors are trying to do 

with a greater annual expenditure. 

So far as Mr. Hope goes, he knew 

that he was going into his toughest 

show business assignment yet. He 
put days and weeks behind the 

production and footed the bill for 
a very healthy payroll, plus ex- 
penses, as mentioned above. I only 

hope that what he had left sat- 
isfied him. 

With the exception of a few 
critics, it seems that the show sat- 

isfied the American public. 
I know that Frigidaire is sat- 

isfied because we are planning 
another show on May 27 as a Mem- 
orial Day celebration. 

I hope that this puts to bed the 

myth that Mr. Hope profited by 
$40,000 for an “appearance.” 

J. E, Davis, 
Executive Vice-President, 
Foote, Cone & Belding, Chicago. 

Two More Coming 
To the Editor: As agency for 

the new George Pal motion pic- 

ture “Destination Moon,” may we 
take this opportunity to congratu- 
late you on the article “How ‘Des- 
tination Moon’ Movie is Develop- 
ing Commercial Tie-Ups,” which 
you ran in the April 10 issue of 
ADVERTISING AGE. 

It’s the first time, as far as we 
know, that any of the trade press 
reported upon that particular— 

and much used—phase of motion 

picture exploitation. 
Of course we and our client 

are most happy that you chose 

“Destination Moon” as your exam- 

ple when you did so. 
We understand, from our Los 

Angeles office, that you are plan- 
ning to do another article soon— 
enlarging on the same subject— 

and you can be sure that all your 

readers who have an interest in 
the advertising of motion pictures 

are eagerly awaiting its appear- 
ance. 

JOHN MALONE JR., 
Vice-President, Roy S. Dur- 

stine Inc., New York. 

Four-Color Ad Produced 
Without Use of Color Photo 

To the Editor: We would like to 
bring to your attention two pieces 

of advertising done by a West 
Coast Canadian fishing company, 

and which appeared originally in 
NABOB, The Grocers’ Journal. The 
ad in our January issue was re- 

peated in another Canadian gro- 
cery magazine at a later date. 

Both ads were prepared by Ste- 
venson & Scott advertising agency, 
from their Vancouver office. The 
four-color insert is a letterpress 
effort printed from plates made 

from black and white on-the-spot 
separations of the subject. No color 
photo was involved. Printing was 

by The Lumberman Printing Co., 

Vancouver. This insert also ap- 
peared on easel backed counter 
cards. 

Labels for the second ad were 
printed by Smith Lithograph Co. 
Ltd., also of Vancouver. 
NABOB, The Grocers’ Journal, a 

national grocery trade publication, 
is printed by Keystone Press Ltd. 

of Vancouver. 
A. ANTONSON, 

Editor, NABOB, The Grocers’ 
Journal, Vancouver, B. C. 

Book Council Offers 
Articles on Radio-TV Evils 

To the Editor: The highly con- 

troversial subject of the large 

slices of time taken from the lives 
of young people by audio-visual 

programs, many of questionable 

quality, is only one of a number of 

opportune articles connected with 

the field of better books for child- 
ren which we are now in a po- 
sition to offer you, without charge 

Advertising Age, May 8, 198 

in some cases. 
If you prefer, we can supply 

data, with or without pictures 
from which a member of your staff 
may work, or if you are not ip 

a position to run a full-length fea. 
ture we have shorter newsy stories 

and other paragraphs of various 
types, suitable for immediate pub- 
lication or for special issues around 
Book Week time. 

The 33rd annual celebration of 
Children’s Book Week, for which 
we are headquarters (as well as 

Advertising 

Manager 
Salem (Ohio) News 

The world’s largest 
manufacturer of steel 
kitchen equipment is in 

SALEM, OHIO 
You may have right in your 
own kitchen some of the many 
products manufactured by the 
Mullins Manufacturing Corpo- 
ration. Your wife, mother or 
daughters know about this line 
of products, because during 
1949 the Mullins people spent 
$638,758 for space only, telling 
our 150,000,000 American peo- 
ple about one of the finest lines 
of Kitchen Equipment now 
made. 
Their nearest competitor 

spent about 28% as much 
money for advertising last year. 

The Mullins payroll 
makes for big retail 
business in Salem 

In addition to the Mullins pay- 
roll, there are many other big 
manufacturers here. We have a 
total monthly payroll of over 
$2,100,000. About 250 retail 
stores take care of the needs of 
our people. 

No better 

small test town 

in America 

Many advertisers who know 
this market, who have run 
tests and regular schedules 
here will confirm our statement 
—“There is no better test mar- 
ket in this country.” 
The rate is still 4¢. Circula- 

tion, over 7,500. City and retail 
trading zone, 52,000. My time 

is your time when you want 
something sold in Salem, Ohio. 

OUR 7 PAPERS 

© CANTON (OHIO) REPOSITORY 

© STEUBENVILLE (OHIO) HERALD-STAR 

© SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 

©@ MARION (OHIO) STAR 

@ EAST LIVERPOOL (OHIO) REVIEW 

© PORTSMOUTH (OHIO) TIMES 

© SALEM (OHIO) NEWS 

These 4 represented by 
John W. Cullen Company 

BRUSH MOORE, 
NEWSPAPERS 
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being a year-round center of pro- 
motion and information on books 

for children), will take place this 
year in countless communities 
from coast to coast, and in some 
other countries, November 12th 
through 18th with our slogan, 
MAKE FRIENDS WITH BOOKS. 
An amusing, full-color 17x22” 
poster designed by the distin- 
guished author-artist William Pene 
du Bois will be available from us 
in August at 30¢ each with reduc- 
tions on quantities, together with 
recordings and other publicity ma- 
terial all listed in our free Book 
Week Manual. Glossy prints of the 
poster will be available early in 
May, free on request for publicity 
purposes. 
We feel you will very likely 

agree that in these days of unrest 
throughout the world, a certain 
amount of “missionary” work is 
necessary in order that all may be- 
come aware of the increasing im- 
portance of getting more and bet-- 
ter books, full of fun and facts, in- 
to the hands of more children 
everywhere. Last year, Book Week 

was so overwhelmingly successful 
that we had to move to larger of- 
fices, at the above address. Your 
cooperation in making the 1950 
Book Week even more widely cel- 

ebrated will be deeply appreciated 
SyBIL V. JACOBSEN, 

Executive Director, Children’s 
Book Council, New York. 

Creative Man Gets Some 
Help from One Reader 
To the Editor: An additional 2¢ 

worth on the Creative Corner-Cel- 
otex-MacFarland, Aveyard & Co. 
discussion: 
The ‘agency ad apparently dis- 

avows any responsibility for the 
contents of the ad, with its ardent 
defense of the advertising manager. 
No doubt the A. M, approved the ad 
before it appeared, but that hardly 

hangs the entire responsibility on 
his already over-burdened shoul- 
ders. 
What are “thought-defying” 

whims and fancies? Do they defy 
one to think, or do they defy solu- 
tion? Or are they perplexing? 
And the agency ad asks, “Are 

we remiss, (“neglectful?’”) in view 
of the above stated facts, to ask 
whose interests are served by shots 
in dark that fly so wide of the 
mark?” Did they really mean, 
“Are we in order,” or “Is it appro- 

priate?” 

Finally, what was destructive 

about the Creative Corner com 
ment—suggesting, as it did, that 
the copy make itself clear to the 
lay mind? And that’s a reminder 

every advertiser can take to heart 
when explaining technical matters 
to non-technical minds. 

This savors of logomachy—so 
please excuse it. 

JUSTIN PASSING, 
Advertising Agency. 

eee 

Says Rau Used It First 
To the Editor: In your issue of 

April 17, you mention as “news” 
the fact that Ruth Warren’s name 
by-lines a new Chevrolet cam- 
paign. 

In September and October of 
1949, we ran the attached ad in 
Haire and Earnshaw publications 
for our client, Rau Snap Fastener 
Co. As you will note, it was by- 
lined by Josephine A. Munson, who 
is our copy director. 

M. Gross, 
President, H. M. Gross Co., 
Chicago. 

e 

Calls Research ‘Cockeyed’ 
To the Editor: I see they have 

been working over The Creative 
Man because of his comments 
about Aunt Jenny. 

Well, I won’t get into that argu- 
ment, but since he has been, ac- 
cused of expressing opinions based 
on ignorance, may I point out one 
unsure footing of your two cor- 

respondents? 
The first letter states that Aunt 

Jenny’s old man was or is a post- 
man named Calvin. The second 
makes him an editor named Calvin. 
Now, somebody’s research is cock- 
eyed, unless, of course, Cal is both 
editor and postman. Could be. And 
what a combination provided there 
are lots of postcards coming 
through! 

Joun A, WARREN, 
Morristown, N. J. 

News for Canada Should Add 
*"Where’ and ‘How Much’ . 

To the Editor: You could render 
a great service to American agen- 

cies, public relations counselors 
and manufacturers as well as Can- 
adian publications, if you could im- 
press upon the former that the 
Canadian market is different! 

Every week here at Canadian 

Homes and Gardens we receive our 
usual quota of U.S. new-product 
releases. We’re happy to have 
them. BUT, they’re absolutely 
worthless as far as our readers are 

concerned unless we know (1) 
whether the product is available 
in Canada; (2) where in Canada 
may it be purchased; and (3) what 

is the Canadian retail selling price? 
Should you see fit to bring this 

to the attention of your readers, I 
for one would move a hearty vote 
of thanks! My secretary who 
spends too much of her time chas- 
ing down the illusive information 
will second it. 

G. F. MAccaBE, 
Editor, Canadian Homes and 
Gardens, Toronto. 

WIL Names Program Manager 
Edward M. Galloway has become 

program manager for Station WIL, 
St. Louis. Mr, Galloway is a for- 
mer staff announcer for WEW, 
and was at one time program di- 
rector for KSTL, both St. Louis 
stations. 

Loyd Brady Joins Agency 
Loyd Brady, formerly of the As- 

sociated Press staff in Chicago, 
has joined the public relations and 
publicity department of Needham, 
Louis & Brorby, Chicago agency. 

Shingle Makers Plan Drive 
A 1950 promotion campaign of 

red cedar shingles—to start in 
Canadian magazines late this 
spring—has been announced by 
the Red Cedar Shingle Bureau B. 
C. Division, an association of West- 
ern Canadian shingle producers. 
The campaign will stress the econ- 
omy and durability of cedar shin- 
gles. O’Brien Advertising, Van- 
couver, handles the account. 

American Airlines Moves 
American Airlines and American 

Overseas Airlines have moved to 
new offices at 160 Park Ave., New 
York. The move involved 575 em- 
ployes of the executive staff and 
the non-operating departments of 
the airlines. The company’s re- 
gional and district offices remain 
in the same location at 122 E, 
42nd St. 

Sullivan to Geyer Agency 
Geyer, Newell & Ganger, New 

York, has added Gilman Sullivan, 
formerly vice-president and ac- 
count executive of Federal Adver- 
tising Agency, as assistant to the 
president. 

Juice Account To Agency 
Apple Concentrates, Sterling 

Junction, Mass., has appointed 
Sutherland-Abbott in Boston as its 
agency. Apple Concentrates pro- 
duces quick-frozen, concentrated 
apple juice. 

Pulse to Carry KSMO 
Audience figures for KSMO, the 

classical music station for the San 
Francisco Bay area, will be car- 
ried in future editions of Pulse. 

SOUNDS LIKE MAGIC WORKS LIKE MAGIC 
YOU could set type for an ad like this right at your own 
desk. It's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cardboard 

letters into exclusive, self-aligning composing stick. 

Slashes type costs. Makes layout preparation easier, 

faster. Wide selection of type faces. Catalog free! 

FOTOTYPE, INC., 1415 Roscoe, Chicago 13 

You can’t cover bulging 

Los Angeles without THE MIRROR 

... now read exclusively by more 

than 
9 
18 months! 

Because they like The Mirror—its breezy style, solid news cov- 
erage, exciting features—the people of Los Angeles are now 
buying it daily at the rate of 200,000 copies. 

Averaging 21/2 readers per copy, this means that The Mirror 

has a readership of at least half a million—and 63% of these 

people than live in Akron, 

people say THEY READ NO OTHER PAPER! 

That’s why we say, “Add The Mirror!” Only by using The 
Mirror can you bring your s@lés story to this huge segment of 
Los Angeles—the 2nd largest retail sales area in the nation! 

VIRGIL PINKLEY, EDITOR AND PUBLISHER Omaha or San Antonio! 

Adc THE MIRROR and 
REPRESENTED BY O’MARA & ORMSBEE, INC. - NEW YORK + CHICAGO - 

wont miaa!l 
DETROIT - SAN FRANCISCO 
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New YorK—Charles H. Pink- 
ham, advertising and promotion 
director of the Lydia E. Pinkham 

Medicine Co., Lynn, Mass., and 

for the past three years consultant 

to Erwin, Wasey 

& Co. ON CONSU- 
mer advertising ™ 
efficiency in 
drugs and cos- 

metics, has or- 

ganized the Pink- 

ham Analysis of 

Advertising Ef- 

ficiency, which 
started business 
April 1 at Clifton 

Station, Mass. 
Although Mr. 

Pinkham will continue as a di- 
rector and promotion manager of 
the Lydia E. Pinkham Medicine 

Co., he has severed his connection 
with the advertising agency. His 

new service will be operated in- 
dependently of the medicine com- 

Charles Pinkham 

ABOUT JUNE 1ST 

1060 

NEW ORLEANS 

5,000 ORDER 
nicHt NOW! 

Service to Judge Efficiency of Ads 

Opened by Lydia Pinkham Ad Chief 
pany. 

The service is the logical out- 
growth of his research over the 
past 15 years, Mr. Pinkham told 

AA. Although his method of an- 

alyzing advertising efficiency was 

developed to evaluate the adver- 

tising of the Pinkham medicine 
company, Mr. Pinkham has ap- 

plied it to several other businesses 
in the past few years. With each 
application, he says, he has been 
able to accumulate additional in- 
formation regarding the relation- 

ship between advertising and sales. 

“The service provides an evalu. 
ation of U. S. advertising effici- 
ency for each year from the begin- 

ning of a client’s business,” Mr. 
Pinkham says, “and a_ similar 

yearly analysis of the efficiency 
of advertising in nine geographical 
areas. 

“After the background figures 
have been analyzed, the service 
will consist of periodic reports on 

the current efficiency of the adver- 
tising in each geographical area. 
“Some factors which influence 

advertising efficiency are not only 

far from obvious,” Mr. Pinkham 
says, “but are sometimes so fan- 
tastic as to be almost unbelievable. 
For example, in the case of those 

proprietary medicines which act 
upon specific organs of the body, 
there are definite cycles of adver- 
tising efficiency. 

“The efficiency of advertising 
of ‘female remedies’ reaches a 

inary studies indicate that with 
a heart remedy it runs about every 

nine years. 

ws “Such cycles of advertising ef- 
ficiency seem to vary in each 

hemisphere. It may be possible 
for a company which does busi- 

ness throughout the world to so 
plan its advertising each year that 
it will be able to concentrate its ef- 
forts in those countries which are 
at the peak of their cycle of ad- 

vertising efficiency.” 
About ten years ago, Mr. Pink- 

ham felt that the great lack in ad- 
vertising research, so far as the 

Pinkham company was concerned, 
was a system for telling exactly 
how many dollars’ worth of sales 
resulted from each dollar spent 
for advertising. So he started a re- 
search project of his own for the 
company. 

The results were more than in- 
teresting, he says, because ap- 

parently they were not consistent. 

They were different in each ge- 
ographical area, and they changed 
from year to year. 

s “It never occurred to us,” he 
says, “that so-called female ail- 
ments might be more prevalent 

in some areas than in others. 
Consequently, we felt that our 
advertising efforts should be di- 

rected toward increasing sales in 

areas where consumption per cap- 
ita was low, in order to bring sales 
in those areas up to the national 
average. 

“This often is a good way for an 
advertiser to go broke,” he re- 
marked parenthetically. 

“In 1940, we abruptly changed 
our method of allocating adver- 
tising. In that year we set up a 

peak every 23 years. With a laxa- 
tive it is every 11 years. Prelim- 

U. S. appropriation that- was a 
specific percentage of our 1939 

© oir. 
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Fig. 1—Relationship between the sales 
and the sales norm for a fictional busi- 
ness. The solid line represents sales and 
the broken line represents the sales norm. 

sales. That same percentage was 

established in each of our market 
areas. 

“The story of how we adjust 

sales in each market has been told 
many times. We number out carton 
tops and include a questionnaire 

in each package. In the past ten 

years we have traced well over 

1,000,000 cartons to the whole- 
saler or chain, thence to the re- 
tailer, thence to the consumer. We 
know what percentage of our busi- 

ness each of our customers does 

in each marketing area. 

a “By 1941, we had discovered 
that the response to advertising 

in some geographical areas was 

far greater than it was in others. 

By endeavoring to establish some 

correlation between our advertis- 
ing efficiency and such factors as 
population, drug store sales, in- 

come, business conditions, foreign 
language groups, Negro popula- 

tion, and climate, we hoped to 
discover the factors which were 

most favorable to sales. 
“The only factor which we were 

able to correlate with so-called 
advertising efficiency was climate. 

“This finding brought about an 

entirely new conception of adver- 

tising effectiveness. It demon- 

strated that the efficiency of our 

advertising increased in those areas 
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where certain climatic factors 
were present and decreased in 

those where such factors were ab- 
sent. 

s “To carry our research further, 
it was necessary to develop a yard- 
stick by which we could actually 
measure with mathematical ac- 
curacy the efficiency of any given 
advertising. 

“The development of this yard- 
stick took several years,” Mr. Pink- 
ham says. “Our traditional atti- 
tude toward advertising was to 
consider its relationship to current 
sales. Such a relationship can be 
quite misleading. 

“It was not until we related 
current advertising and current 

sales to sales of the year preceding, 
that we made any progress in the 
development of a yardstick. 

“Such figures in a time series,” 
Mr. Pinkham declares, “tell the 
relationship between advertising 
and sales month after month and 
year after year. They tell how 
such advertising has increased or 
decreased sales volume. They make 
it possible to discover the average 

relationship between advertising 
expenditures and resultant sales. 

“This average relationship in a 
time series represents the normal 
effectiveness of our dollar expen- 

ditures for advertising. From these 
figures it is possible to construct a 
sales norm. 

a “The development of this sales 
norm was the most important step 
in the creation of our yardstick. It 
permitted us to present in the 
simplest manner the relationship 
between actual sales and normal 
sales.” 

Fig. 1, above, shows this re- 
lationship between the sales and 
the sales norm for a fictional busi- 
ness. The solid line represents 
sales and the broken line repre- 
sents the sales norm. There would 
be no deviation of the sales line 
from the sales norm if all fac- 
tors influencing the efficiency of 
the advertising had been constant 
for this entire nine-year period, 

EDWARD H. BUTLER 
Editor and Publisher 
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Fig. 2—Percentage of deviation of sales 
from the sales norm. Straight line at 0 
represents the sales norm. The curve rep- 
resents the plus or minus deviation of 

sales from the sales norm. 

that is, all factors other than the 
dollar amount of the advertising 
expenditures. 
“The Pinkham company,” Mr. 

Pinkham says, “starts with the 
axiom that consumer advertising 
is the only sales factor. Nothing 
else has the power to create sales. 
What are commonly known as sales 

factors we regard as advertising 
factors, that is, factors which tend 
to increase or decrease the effici- 
ency of the advertising. 

s “The yardstick I have described | 
was set up for a company whose 
sales depend almost entirely upon 
consumer advertising. Such fac- 
tors as business paper advertising, 

sales effort, sampling, etc., can 
be considered as advertising fac- 
tors, and, as such, they can be 
evaluated by our yardstick. 
“By minor changes in our pro- 

cedure we can evaluate both ad- 
vertising and sales effort for prod- 
ucts in many fields, as long as ad- 

vertising and sales effort are of 

sufficient importance in the cre- 
ation of consumer sales as to be 
measurable. 

“In a company where selling is 

of sufficient importance, sales ex- 
pense can be included with adver- 
tising expense in arriving at a 
sales norm. By deducting the sales 
norm from the sales we have 
left a specific evaluation of these 
combined factors. 

“Or, to state it another way, we 
can measure the deviation of the 
sales from the sales norm and ex- 
press this deviation in dollars or 
as a percentage of the deviation 
to the sales norm.” 

s Fig. 2 shows this deviation in 

terms of the percentage of devi- 

ation of the sales from the sales 
norm. The straight line at 0 rep 
resents the sales norm. The curve 
represents the plus or minus de- 
viation of sales from the sales 
norm. 
“A sales norm usually should be 

based upon the relationship be- 
tween advertising and sales for the 
entire period that a company has 
been in business,” Mr. Pinkham 
believes. “An exception can be 

made to this general rule, however, 
when the character of the busi- 
ness has changed radically. 

“Basic figures showing the long- 
term relationship between adver- 
tising and sales enable us to con- 
struct a norm table. Such a table 
assists in developing a sales norm 

for current sales, month by month. 

An analysis of the current trend of 
the efficiency of our advertising 
permits us to predict our sales 
many months in advance, often to 
within 2% or 3% of actual sales. 

s “Furthermore,” Mr. Pinkham 

Says, “the norm table enables us 
to construct a sales norm for in- 

dividual states or markets. By com- 

paring sales and sales norm in 
each state we can evaluate the 

present and past efficiency of ad- 
vertising in each state. We can also 
compare the efficiency of adver- 

tising in a state with the total ef- 
ficiency of the advertising through- 

out the United States, month by 

month. 
“Not the least of the opportu- 

nities that have been opened to us 
by the use of this yardstick,” Mr. 
Pinkham adds, “are those of testing 
different advertising factors in 

various markets. We have meas- 
ured the results in each state of 
the introduction of fair trade. We 
have evaluated advertising copy 
and different sizes and shapes of 
ads. We have measured the effici- 

of concentrated advertising 
etrorts as compared with normal 

expenditures. We have studied the 
comparative merits of 5, 15, 45, 
and 70 radio spots a week. And the 
yardstick works.” 

es He estimates that three months 
will be required to develop source 

material into usable statistical data 
for each account. Source material 
consists primarily of sales and 
advertising figures by years, by 

months, and by geographical areas. 

His service, Mr. Pinkham told AA, 

will not conflict with or duplicate 

Mr. Pinkham plans to interview 
personally each prospective client, 
and he will accept as clients only 
such companies as, in his opinion, 
are likely to receive substantial 
benefit from the service. Such 
companies will have to meet three 
basic requirements: 

“1, Accurate advertising and 
sales figures from the time the 
product was put on the market will 
have to be available. 

“2. No new product can qualify. 
A product to be acceptable will 
have to have had substantial sales 
for at least five years. 

“3. No product will be accepted 
if, after preliminary study, it is 
felt that the product is obsolete 
or cannot be put in a competitive 
position in its field. 

Releases Labeling Booklet 
A new, revised edition of “Suc- 

cessful Can Labeling,” published 
by National Adhesives, New York, 
is ready for distribution. - - Copies 
may be had free by writing to 
National Adhesives, 270 Madison 

any existing service. 
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Everysopy knows that a family with twoJM] } «The 1949 Iowa Radio Audience Survey is a “must” 

radio sets listens more to radio than a family 
with one set. And still more with three sets— 
Dad hears the evening news, Sister listens to 
a musical program, Mother tunes to a dra- 
matic program, or the whole family listens 
to the same program—usually in different P 
rooms. 

Figures from the 1949 Iowa Radio Audience 
Survey* reveal that multiple-set ownership 
in Iowa homes has increased 136% since 
1944. The number of sets has jumped from 
904,000 in 1944 to 2,140,000!** In addi- 
tion, there are now over 400,000 automobile 

and truck radios, as well as thousands of 

non-residential sets in offices, barns, stores 

and restaurants! 

Thus despite a 14% rate increase since 
1944, WHO is today one of the great radio 
bargains of the nation, because WHO is “lis- 
tened-to-most” on more than 136% extra 
sets in 1949! 

Get all the facts about Iowa’s extra listen- 
ing and WHO's share of the bonus audience. 
Send for your copy of the Survey today! 

for every advertising, sales or marketing man who is 
interested in Iowa. 

The 1949 Edition is the twelfth annual study of radio 
listening habits in Iowa. It was made by Dr. F. L. 
Whan of Wichita University—is based on personal 
interviews with 9,116 Iowa families, scientifically 
selected from cities, towns, villages and farms all 
over the State. 

As a service to the sales, advertising and research 
pemerew WHO will gladly send a copy of the 1949 

ey to anyone interested in the subjects covered. 

*kIowa Radio Audience Survey figures applied to 
population estimates of Sales Management’s Surveys 
of Buying Power. 

+ for lowa PLUS 
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Col. B. J. Palmer, President 

P. A. Loyet, Resident Manager 
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How Procter & Gamble Launches 

a New Brand Into Competition 
Years of Study, Research 

Usually Precede Public 
Showing; Several on Fire 

By JOHN CRICHTON 

CINCINNATI—Procter & Gamble 
is continually at work on new 

products. At this writing it has 
three in the test market stage: 

Wondra, a cleansing cream; Joy, 

a liquid detergent; and Lilt, a 

home permanent. There are un- 
doubtedly others on the boards, 
waiting to go. Cheer, a new all 

purpose detergent, went into a 
two-market test last month. 
A year ago the company ex- 

plained, for the benefit of its sales- 
men, just how a product comes to 
market. 

In the first place, it usually 
takes a long time. Tide—the deter- 
gent which currently tops the 
packaged cleansers in sales—was 
in the works in 1935, more than 

ten years before it finally hit 

the market. 

es After the laboratory work (and 
that phrase may quickly dismiss 

several years of careful experi- 

mentation), the new brand comes 
before the company’s administra- 

tive committee. This is the top 

brass of P&G. On it sit R. R. 
Deupree, chairman of the board, 
N. H. McElroy, president, and 
R. K. Brodie, chairman of the:com- 

mittee and a vice-president. Its 
other members include vice-presi- 

dents F. M. Barnes, W. F. Bowld 
(Buckeye), H. C. Knowles (buy- 
ing), W. L. Lingle Jr. (overseas), 
H. J. Morgens (advertising), J. G. 

Pleasants (manufacturing), R. F. 
Rogan, treasurer, W. H. Tuttle and 
K. Y. Siddall, comptroller and 
secretary of the committee. 

The committee reviews and 
passes on basic problems: Are the 
raw materials needed for the prod- 
uct available? What new machin- 

IVORY SOAP 

P&G WHITE NAPTHA 
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ery will be necessary? How much 

plant space will be needed? What 
is the estimated cost per case? 
What is P&G’s sales experience 
with similar products? What about 
timing of market research, manu- 

facturing and test marketing? 

@ If the committee okays the prod- 
uct, then comes extensive con- 
sumer research. The product goes 

out “blind,” labeled only with a 

letter (Young & Rubicam was 

working on a product known only 

as Brand J until late last month, 
when it was unveiled as Cheer) and 
the housewife tells P&G how she 
likes it, how it stacks up with com- 
petition, and’ what she doesn’t 
like. The report goes, without any 
analysis, to the Chemical Division, 

Advertising, Sales and Manufac- 
turing. If it still looks good, the 
marketing operation goes into high 
gear. 

The new brand gets a brand 
promotion team in the Advertising 
Department (this is built on the 
brand man, covered in the first 
article of this series; see AA, April 
24), and an agency. The new 
agency may come from the P&G 

family—but it may not have a 
P&G brand directly competitive 
to the new one. 

Once approved by the Adminis- 
trative Committee, the agency sits 
in on a full-scale show: the Chem- 
ical Division demonstrates the 
product and its advantages; the 
Research Department gives its re- 
port and the conclusions drawn 
from research; the Advertising De- 
partment outlines the views of the 
other departments, answers ques- 

tions, and gives the agency a time- 

table. 

@ Then comes the naming of the 
brand, the legal clearances on 
trademark and name, packaging, 
and testing of packages. 

At the same time, the Advertis- 
ing and Sales Departments have 
put together the list of test mar- 

kets. In these every gimmick 
learned in 113 years of competi- 
tive selling will be used to launch 
the product successfully, including 
merchandising plans, special ad- 

vertising and dealer promotions. 

The company’s estimates on vol- 

ume to be sold month-by-month 

have been prepared, the Manufac- 

turing Department is’ set to plan 

production by sizes, by months and 

by plants, the Traffic Department 
and Buying Department are ready. 

The Advertising Department and 
the agency have settled on the in- 
troductory budget, and now the 

head of the department, Vice-Pres- 
ident Howard J. Morgens, takes to 
the Administrative Committee the 

PREMIUMS—These were P&G premiums used in 1949. Some, like the dishcloth, were 
used locally, while Ma Perkins seeds and Crisco ‘New Recipes for Good Eating” 
were used nationally. Altogether, the dozen items have a retail value of $10.96, 
but soap and Crisco buyers paid only $3.95—plus boxtops and wrappers, of course. 

All P&G premiums are pre-tested by the research department. 

plan and the request for the money. 

The brand is ready for market. 

s The introduction comes off with 
the precision and secrecy of an 
amphibious operation. Every pack- 

age made for two or three months 
has been stored in guarded ware- 

houses. In the test market areas, 

sales managers hold meetings with 
salesmen, give them the facts, re- 
hearse them on selling points; ad- 

vertising and display material for 

stores will be studied and sales 
quotas set. 

In four or five weeks the new 
brand will be stocked by nearly 
every dealer. Then the advertis- 
ing opens up. Newspapers... spot 
radio...outdoor...car cards... 
cut-in announcements on the com- 
pany’s network shows. Deals start 
in the stores. To bring the new 

product to housewives who have 
heard of it but not bought it, 

sampling and couponing opera- 

tions begin. 

a Meantime, all P&G departments 
are checking results. They look 

for effectiveness of advertising 

and promotion, of sampling and 
couponing; they watch to see if 
housewives recognize the advan- 
tages apparent in the laboratory 
and on test. 

Top management watches, too. 
On the outcome of the test mar- 

keting rests the decision to go na- 

tional with the brand, a decision 
involving millions of dollars in 
promotion, manufacturing and raw 
materials. 

If the new brand still looks good, 
the Sales and Advertising Depart- 
ments drive ahead. Promotions are 
under way, organized by sales di- 
visions, districts and units. Meet- 
ings of salesmen are held all over 

the country, following the brief- 
ing pattern of salesmen in the test 

areas, except that here everything 

learned in the test is put into ac- 
tion on a big scale. While the sell- 
ing progresses, the company’s 

Chemical Division and Market Re- 
search Department will continue 

to test the product and the con- 
sumer reaction to it, trying to im- 
prove them both. 

SALES LIAISON 
Obviously, this kind of concerted 

operation—which goes on for es- 
tablished brands as well as new 
brands—requires the closest kind 
of sales coordination. 

Procter & Gamble has more than 
1,000 salesmen, plus a_ separate 
sales force for the Drug Division. 
These salesmen sell the full line 
of P&G products, and operate in 
30 sales districts in the U.S. They 
are divided by sales units, in order 
to keep them well-informed on a 
business characterized by intense 
competition, and heavy promo- 
tional activity. 

Liaison with the sales force is 
accomplished by a sales house or- 
gan, “Moonbeams,” which places 
heavy stress on the company’s ad- 

vertising and promotion efforts, 
brings the men up-to-date on con- 

tests and other promotions, and 

cites notable displays. 

@ The sales force also gets bul- 
letins as contests and promotions 
come up, Salesmen get letters from 
the district manager outlining the 
promotion, with attachments show- 

ing displays and an organizers’ 
sheet showing how much display 

material is allotted to each sales- 
man. 

Finally, meetings are held in 

MORE POPULATION 
City Zone 

ABC Par. 28 
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each sales district three to four 
times a year. The three to four 
units in each sales district meet 
much more often. Once a year the 
district has a big meeting, with a 
talk by the district manager and a 
presentation by one of P&G’s 
agencies. 

DISPLAY 
The display techniques used by 

P&G are basically those employed 
by all major soap companies. Like 

its competitors, P&G has a dealer 
cooperative merchandising plan, 
under which it pays dealers a per 
case allowance for certain ser- 
vices. Dealers get a set per-case 
payment for diSplays only, for dis- 
play coupled with featuring in 
handbills, and for displays sup- 
ported by newspaper advertising. 

The contract stipulates precisely 
how much and how often adver- 
tising must run, handbill specifi- 
cations are equally stringent, and 
proof of display is required. 
P&G’s arrangement—as required 

by law—is equally available to the 
largest chain and the smallest 
mom-&-pop store. 

s P&G is little interested in fancy 
cardboard displays. Its objective is 
mass floor and counter displays. 

Aspiring salesmen note the work 
of an ingenious co-worker who 

sold a grocer on the idea of using 
80 cases of Duz in a giant pyramid. 
In shelf space, P&G presses for 

parity with its competitors, and 
feels—since its products outsell 
those of other companies—that 

the grocer should logically stock 
and display more of them. P&G 

salesmen are not primarily re- 

sponsible for display, but they will 
assist grocers in designing and 
building them, and in placing the 
display promotional material to 
good advantage. Incidentally, one 
of the reasons P&G likes the giant 
size container (besides the obvi- 
ous one) is that a bank of the con- 
tainers is almost like a 24-sheet 
poster transported into a store. 

DRUG DIVISION 
As in the case of the general Ad- 

vertising Department, the drug 
products advertising is handled by 
a brand man, working with Media, 

Copy and Radio, and reporting to 

William Alexander, drug ad man- 

ager. The drug sales force is much 

like that of the soap end of the 

business. It is divided into two 
staffs: a specialty sales force for 
the beauty trade, and a general 
sales force which calls on whole- 
Salers, major retailers and de- 
partment stores. 
The drug field changes faster 

than the soap business and there 
are more marginal competitors 
than in soap. Drug Division sales- 
men have a DCM deal similar to 

“WULTIGRAPHI 
ADDRESSING 

“a 

LETTER SHOP, Inc. 
Dearborn St., Chicago 5, Illinois @1 

CONTESTS—As brand after brand goes in for promotion, P&G’s huge advertising 
warehouse continues to handle operations like this, where coupons are being sorted. 

separately on a floor of another building, 
midway between the warehouse and P&G's offices in the Gwynne Blida. 

is “Money mail” on pr 

that of the soap division, under 
which dealers receive allowances 
for display activities, and place- 
ment of newspaper ads. 

Originally, the Drug Division 
was the one place where P&G- 
trained men did not predominate. 
Harold Hall, who was the first 
head of the Division, came from 
Bauer & Black. He recently re- 
signed from P&G to join the staff 
of the Harvard Business School. 
There are very few other non- 
P&G men in the Division, and P&G 
trainees are being steadily routed 

SAMPLING—Here a P&G sampling crew hits a block. Note the supervisor on the 
sidewalk, and the truck to dispense samples. P&G, an old hand at sampling and 
other promotions, has trained many admen in the field on just such crews as this. 

into the department (which is ex- 
panding as P&G’s entries in the 
drug field grow). 

PHILOSOPHY 
In these articles, the word “vol- 

ume” has been repeated; this is 
because it is a key to P&G’s sell- 
ing philosophy. The company has 

been offered—and has developed— 

many products which were inter- 
esting and useful, but unless they 
promised volume the company had 
no interest in them. 

The probing for economy and 
greater efficiency stems from a 

stark fact of the soap business: 
while volume is large, profit mar- 
gins are narrow. Soap—one of 
man’s oldest commodities—in vol- 
ume merchandising presents the 

problem of units in which costs 
are figured in cents, profits in 
mills, and the closest kind of pen- 
ny-watching is a concomitant of 
success. Probably no other Ameri- 
can business is so competitive, has 
such aggressive promotion, re- 

quires such high advertising and 
Selling costs to keep its volume 
rolling. 

@ Strong advertising and selling 
effort are an integral part of the 
company’s operating philosophy. 

Some 25 years ago, when jobbers 
bought on a seasonal basis and the 
company’s sales moved in spurts 

and stops, P&G started a deter- 

mined effort to iron out the sales 

pattern to make possible its now 

famous plan of guaranteeing to all 
its regularly hourly paid wage 
earners a minimum of 48 weeks 
work every year. * 

In the words of one of the com- 
pany’s executives, “If ever there 

was a prime social justification 
for continuous, effective advertis- 
ing in consumer products, it is 
here—that it contributes notably to 

insuring greater week-after-week 
job security.” 
P&G takes no stock in the view 

that “soap is soap.” It believes 
there are deep and demonstrable 
differences between brands. It has 
a variety of products because it be- 
lieves its success rests on service 

to the housewife, on effectively 
meeting her wishes and her needs. 

As long as some want Ivory soap 

in flake form and some in gran- 
ules (Snow), P&G will give them 

both. It is constantly searching for 

new ways of simplifying the tasks 

of the homemaker, it is constantly 
trying to improve its products. 

That, plus the care and constant 
efforts of its advertising and sell- 

ing, explain Procter & Gamble’s 

continued dominance in a tough 
competitive field. 

Metro Plans Comics Course 
Metropolitan Group will con- 

duct a course in color comics pro- 
duction for members of agency 
production and traffic depart- 
ments. Under the direction of John 
Gribbin of Metro, the course will 
be given on five Wednesday eve- 
nings, beginning May 17 in the 
New York News’ “little theater”. 
Instructors will be: Art, John D. 
Cushing, Johnstone & Cushing; en- 
gravings, Ed Connelly, Koppel En- 
graving Co.; foundry, Bill Cough- 
lin, Atlantic Electrotype Co.; print- 
ing, John Enright, Eastern Color 

Printing Co. Meetings will be lim- 
ited to 45 persons. 

Miehle Appoints Stevens 
William J. Stevens, formerly ex- 

ecutive secretary of the National 
Association of Photo-Lithographers 
and of the Metropolitan Litho- 
graphers Association, New York, 
has been named assistant managér 
of the eastern offset press sales of 
Miehle Printing Press & Mfg. Co., 
Chicago. 

Ads outpull 
publisher set ads 

Proof on request. Baird facilities include one 
of the world’s most efficient composing rooms; 
STRECHTYPE®* the miracle proofs which 
alter proportions of type, art work or photo- 
graphs; talented, young personnel; monotype 
facilities. Transparent pages of alphabets aid 
you in making correct type choice faster in 
World's Handiest Type Book. Ask for free 
circular. Advertising typographers since 1910. 

HARRY BAIRD CORPORATION 
F. H. Bartz, pres. Strechtype* *Trade Mark 

18 E. Kinzie St., Chicago 11, WHitehall 4-4347 

radio stations everywhere 

4 

NASHVILLE 
CLEAR CHANNEL 
50,000 WATTS 

As prime evidence of WSM’s unique standing in the broadcast 

league, consider this fact: Every week, in addition to normal 

station business, WSM originates sixteen network shows, too. Then 

ponder the sales possibilities of a single radio station which has 

talent of sufficient quality, and.in sufficient quantity, to build 

sixteen shows of net work quality ...especially when that station 

leads the league in the fastest growing region in the nation—the 

Central South. 

Want more facts? Just contact Irving Waugh or any Petry man. 

HARRY STONE 
General Manager 

IRVING WAUGH 
Cc cial M 

EDWARD PETRY & CO. 
National Representative 
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Four A’‘s Councils 

Elect New Officers 

and Governors 
New YorK—Election of new of- 

ficers and governors of the six 

sectional councils of the American 

Association of Advertising Agen- 

cies, now completed, have resulted 

as follows: 

New York council: chairman, J. 

Davis Danforth, Batten, Barton, 

Durstine & Osborn; vice-chairman, 

Fletcher D. Richards, Fletcher D. 

Richards Inc.; secretary-treasurer, 

John E. Wiley, Fuller & Smith & 

Ross. Governors: T. Hart Ander- 

son, Anderson, Davis & Platte; Don 

Francisco, J. Walter Thompson 

Co.; Walter Weir, Walter Weir 
Inc.; and Alvin H. Kaplan, Kaplan 
& Bruck. 

New England council: chairman, 
Edw. F. Chase, Harold Cabot & 
Co.; vice-chairman, George C. Wis- 
well, Chambers & Wiswell; secre- 
tary-treasurer, Harold I. Reingold, 

Reingold Co. Governors: Julian L. 

Watkins, H. B. Humphrey Co., and 

Frederick C. Noyes, Horton-Noyes 

Co. 

Atlantic council: chairman, 
Frank C. Murphy, Geare-Marston; 
vice-chairman, A. E. Morgan, Rich- 

ard A. Foley Advertising Agency; 

secretary-treasurer, Robert Arndt, 

John Falkner Arndt & Co. Gover- 

nors: Wesley M. Ecoff, Ecoff & 

James; Wilbur VanSant, VanSant, 

Dugdale & Co.; Theodore A. New- 
hoff, Theodore A. Newhoff Adver- 

tising. 

s Michigan council: chairman, J. 
L. McQuigg, Geyer, Newell & 

Ganger; vice-chairman, F. W. 

Townshend, McCann-Erickson; 

secretary-treasurer, Carl Georgi 

Jr., D. P. Brother & Co. Gover- 

nors: Willard S. French, Brooke, 

Smith, French & Dorrance; and El- 
liott E. Potter, Young & Rubicam. 

Central council: chairman, Hen- 
ry H») Haupt, Batten, Barton, Durs- 

tine & Osborn; vice-chairman, A. 

H. Fensholt, The Fensholt Co.; sec- 
retary-treasurer, Rolland Taylor, 
Foote, Cone & Belding. Governors: 
John F. Davis, Griswold-Eshleman 

Co.; Oakleigh R. French, Oakleigh 

R. French & Associates; John F. 
Whedon, Young & Rubicam; 

George Reeves, J. Walter Thomp- 
son Co.; John M. Willem, Leo 

; Burnett Co.; and Holman Faust, 
% | Schwimmer & Scott. 

Pacific council: chairman, 
George Weber, Mac Wilkins, Cole 
& Weber; vice-chairman, L. C. 

treasurer, Merle W. Manly, Bots- 
ford, Constantine & Gardner. Gov- 

ernors: Barton A. Stebbins, Bar- 

ton A. Stebbins Advertising Agen- 
cy, and H. O. Nelson, Ruthrauff 
& Ryan. 

Worthington Ups Reynell 
Carleton Reynell, former general 

manager of purchases and traffic 
for Worthington Pump & Machin- 
ery Corp., Harrison, N. J., has been 
appointed general representative 
of the sales and purchasing de- 
partments. He joined Worthington 
in 1930 as general purchasing 
agent. 

Travis Wells Changes Jobs 
Travis Wells is now a copy ex- 

ecutive with Griswold-Eshleman 
Co., Cleveland. Before joining 
Griswold-Eshleman, he was as- 
sociated with Lord & Taylor and 
Batten, Barton, Durstine & Osborn 
and operated his own agency in 
Los Angeles. 

Cahill Goes to WNBQ 
Richard G. Cahill, former execu- 

tive assistant at the Armour Re- 
search Foundation, has joined the 
sales staff of NBC’s Chicago TV 
outlet, WNBQ. Prior to his Ar- 
mour post, Mr. Cahill was in sales 
promotion with several Chicago 
hotels. 

Agency Changes Name 
Yolen, Ross & Salzman, public 

relations, has changed its name to 
Hal Salzman Inc. Offices are at 

Cole, L. C. Cole Co.; secretary- 2 W. 46th St., New York. 

A finely printed advertisement . . . in the magazines or direct mail... 

is the creation of several teams of specialists: the account man and writer, the art director 

and artist, the production man, the photoengraver, the electrotyper and the letterpress printer. 

A winning result depends upon perfect team-play all along the line. Team-play implies 

co-ordinated responsibility. The thirty-two members of the Chicago Photoengravers 

Association, employing nine hundred and seventy-six craftsmen, work together as a team to 

maintain high standards of craftsmanship, to train young engraving craftsmen, and 

to assure fair trade practices. This sense of responsibility is expressed in the quality of their work 

and service, and explains why they produce the majority of the fine engravings made in Chicago. 

(MS CHICAGO PHOTOENGRAVERS ASSOCIATION 

is like a Relay Race 
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The Eye and Ear Department 

mostly kinescoped shows. 

(And the West Coast boasts 
the world’s film capital!) 

Film on television is still 

as unpleasant as film on 

your teeth. It results in a 
dingy show. As a viewer, 

you get the impression of 
being, not one step removed 
from reality, but two. Even 

a comedian with such 
mighty talents as Young 
seems to come across in 
only one plane. 
And this is sad. Because 

the Young material is far 
above the TV average. The 
opening show, for exam- 
ple, had an airliner scene 
in it, in which Young proves 

a most disturbing passen- 

ger, unwittingly annoying 

if done live. 

still howling. 

The head of Young & Rubicam’s television division recently 
announced that the future of TV lay in film presentations. And 

maybe it does. But certainly not its present. 
The new “Alan Young Show” for Esso (CBS, Thursday nights 

at nine) features excellent writing and direction, the superb 

comic talents of Alan Young and a more than adequate support- 
ing cast. But it suffers horribly from being on film. Looking at it, 

one can understand why the West Coast howls about getting 

The 
using the cap of a TV camera lens for a 
gag. The new “Alan Young Show” is seen 

on CBS-TV Thursdays at 9 p.m. 

the man in the seat next to him. This particular scene deserves 
to be ranked with the wonderful Cliff Norton take-off on the 
dentist’s office (on “Garroway At Large”) and Frankie Fon- 
taine’s sweepstake winner. But it would have been even funnier 

Young did another hilarious sequence as a British soldier, 
caught with another British soldier in a bombed-out town. A 
delayed-action bomb falls between them, and they hold a typi- 
cally British unconcerned conversation while the timing mecha- 
nism ticks away. When the ticking stops, they start a letter to the 
War Ministry, reporting a defective block buster. With the show 
on film, the block buster could burst in the middle of their dicta- 
tion, and they could be shown immediately afterwards, with the 
smoke clearing away, in only partial clothing. But since it was 
obviously on film, it seemed so unreal that the gag lost all impact. 
Maybe if, as Young & Rubicam’s television head predicts, all 

TV shows will eventually be on film, the audience will become 
accustomed to filmed shows. But the fact remains that the West 
Coast, which hasn’t had much else according to all reports, is 

photographer catches Alon Young 

Furrier Celebrates 

7,000th Broadcast 
Boston—kKussell Furriers mark- 

ed sponsorship of its 7,000th broad- 
cast over Station WEEI here re- 
cently. The company has spon- 
sored the Caroline Cabot Shopping 

Service for almost 25 years, and 
to celebrate the occasion, William 

Kussell, head of the company, pre- 
sented Miss Cabot with a baum 
martin stole—and a contract doub- 
ling Kussel’s participation. 

All of Kussell’s ad budget is con- 
centrated on this one program. The 
company switched from newspa- 

pers and direct mail 25 years ago, 

when it felt it could not use as 
much newspaper space as some of 
its larger competitors. 

Rogge New Westinghouse Head 
Herbert H. Rogge, a veteran of 

28 years with Westinghouse, has 
been elected president and chief 
executive officer of the Canadian 
Westinghouse Co., Hamilton, Ont. 
Harold A. Cooch, former president, 
has been elected chairman to suc- 
ceed John R. Read, retiring after 
50 years with the company. 

Ellis Has Larger Oftice 
Ellis Advertising Agency has 

moved to larger quarters in the 
Erlanger Theater Bldg., Buffalo, 
N. Y. The larger office will house 
a new publicity and promotion de- 
partment, headed by Jo Williams. 
Bill Herman has joined the art 
staff as cartoonist. 

WLW-T Appoints Dahlman 
Donald L. Dahlman, former ad- 

vertising manager of the Adler Co., 
hosiery manufacturer, has joined 
the sales staff of Station WLW-T, 
Cincinnati. Mr. Dahlman’s back- 
ground includes work with the 
Grandpa Soap Co., and the U. S. 
Bottling Co. 

Brumberger Appoints Kameny 
Seymour Kameny Associates, 

New York, has been appointed to 
handle the advertising of Brum- 
berger Co., Brooklyn. A campaign 
in the photographic field will in- 
clude magazines, newspapers, di- 
rect mail and point of purchase 
material. The agency also has an- 
nounced its appointment by the 
S. B. Mfg. Co., Brooklyn. 

How PIONEER Qualatex 

Floating Billboards 
Can Sell MORE Ot Your Products 

Selling oranges or Edams, sausages or 
salami? Then your product is a na 
for selective sales stimulation with 
“Floating Billboards”. Made to /ook like 
your product! Or we can print pictures 
of your product, trademark, slogan— 
on any “Floating Billboard” you specify. 

Enclose them as premiums, use them 
in self-liquidation box-top deals, boost 
sales where you need ‘em. “Floating 
Billboards” pay their way—and more! 
Printed in fadeless, crackless pigments. 
Our Ad Service Department will give 
you ideas, samples, imprint information. 

Write today to The 
Pioneer Rubber Com- 

, WITH PIONEER QUALATEX 

questi 

finan¢ 

Bros. 

vious] 

princi 
1914 1 

in the 

His 

to pu 

feet. « 

when 

annué 

staff's 

merc} 

whole 

with | 
it rel 

nanci 

vival. 

ment. 

a He 

prom: 

starte 

men 

one p 

those 

mura. 

presi 

chair 

electe 

tinue: 

His 

Adve 

| 

( 
groun 

His 

none 

clarec 

He 
Co, is 
paren 

branc. 
super" | ats 

: cock | 
in as 

4 gives 

abu alk A RT IN | shortl 
~ 333 NO. MICHIGAN AVE. NEW YORK OFFICE: 

CHICAGO L ILLINOIS 224 EAST 38TH ST. 

2 

it nec 

Jewe! 

rears 
his 
dends 
stock 

A. 

KA 

| 

ecutir 

callec 
credi 

at Ki 
other 

At 
o“fer: 
Sears 
write 

down 
nersh 

one 

man 
conti 

ay pany, 106 Tiffin Poad, ment 

— recto BOARD OF TRADE BUILDING + CHICAGO 

| sattoon YOUR (SALES Jewe 
can 

COATING © W.T 



Advertising Age, May 8, 1950 

Lever Bros. Chooses 

3 Top Merchandisers 
(Continued from Page 1) 

ground. 
His election has also raised the 

question whether there is now a 

financial tie-up between Lehman 

Bros. and Lever Bros. There is 

none whatever, Mr. Hancock de- 

clared flatly to AA. 
He pointed out that Lever Bros. 

Co. is privately held by the British 
parent company, that the Dutch 

pranch of the parent organization 

supervises foreign operations, and 

that there are no American finan- 

cial interests in the company. 
The new management, said Mr. 

Hancock, is not yet ready to talk 
about the policies it will pursue. 

“We will do what the situation 
dictates,” he declared, “‘and let the 
results speak for themselves.” 

s A Lever part-timer, Mr. Han- 

cock presumably has been brought 

in as a “watchdog.” His career 
gives considerable weight to such 
speculation. 
Throughout his long service with 

Lehman Bros., his chief task has 
been that of business management. 
He joined the banking house 

shortly after World War I. Pre- 
viously he had been a high school 

principal and a Navy man; from 

1914 to 1919 he was a commander 
in the Navy supply corps. 
His first Lehman assignment was 

to put the Jewel Tea Co. on its 
feet. Jewel, in none too good shape 
when he got there, was chalking up 

annual deficits of $2,000,000; its 
staff’s morale was at low ebb; its 
merchandising methods needed 

wholesale revision. Mr. Hancock, 
with his Lehman connection, found 
it relatively simple to get the fi- 

nancing necessary for Jewel’s re- 
vival. But his big job was manage- 

ment. 

s He went deeply into the sales 
promotion end, patched up rifts, 
started contests among the sales- 

men and a profit-sharing plan. At 
one point he threatened to cut off 

those responsible for the intra- 
mural feuding if they didn’t mend 

their ways. But he reorganized— 

even revolutionized—the com- 
pany’s operations without finding 

it necessary to fire anyone. 
When Mr. Hancock went to 

Jewel, its common stock was listed 

at $3. By the time he had put in 
his work, the stock rose to $179, 

then was split five for one. Pre- 
Hancock, the company was in ar- 
rears on preferred stock. Under 
his management, preferred divi- 
dends were paid in full and the 
stock was retired. 

s In 1924, Hancock left Jewel as 
president but remained as board 
chairman until 1942. He was re- 
elected chairman in 1948 and con- 
tinues to hold the post. 

His ability as a management ex- 
ecutive established, Hancock was 

called on for other tasks and he is 

credited with major achievements 

at Kroger Co., S. H. Kress Co. and 
other companies. 

At one time, Julius Rosenwald 
o‘fered him the presidency of 
Sears, Roebuck & Co., Hancock to 
write his own ticket. He turned it 

down and accepted instead a part- 

nership in Lehman Bros., the first 
One ever given outside the Leh- 

man family. And his assignment 

continued to be business manage- 
ment. 

® Now 67, Mr. Hancock holds di- 
rectorships in more than a score 
of leading corporations, including 
Jewel, Kroger and Kress, Ameri- 
can Export Lines, American 
Stores, Bond Stores, Brunswick- 
Balke-Collender, Florsheim Shoe, 
W. T. Grant Co., International Sil- 

ver, John Hancock Mutual Life 

Insurance Co. (the name is a coin- 
cidence), Kimberly-Clark, and 
others. A long-time friend and as- 
sociate of Bernard Baruch, he 
served with the latter in a survey 
of the rubber industry, and on the 

United Nations Atomic Energy 
Commission, as well as in numer- 

ous other public enterprises. 

Since 1946, Mr. Hancock has 

been chairman of the board of the 
American Management Associa- 
tion. 

a Jervis J. Eabb, who will take 
over within 60 days as executive 
head of Lever’s U.S. operations, 
will bring to his job a wide know- 

ledge of marketing and advertising. 
He started his business career in 

the merchandising department of 
General Electric Co., where he 
spent two years. In 1931, he joined 

Standard Oil Co. of Indiana, where 
he was manager of sales research 

and later manager of retail sales. 
Just before the war he was as- 

sociated with Booz, Allen & Hamil- 
ton, management consultant, as an 

account manager specializing in 
organization matters, and worked 
on the reorganization of the Navy 
Department. In 1941 he became 

vice-president and general man- 
ager of Booth Fisheries Corp., Chi- 
cago. 

In 1944, S. C. Johnson brought in 
Booz, Allen & Hamilton to com- 
pletely reorganize the company. 

The consulting firm divided John- 
son’s operations into four units: 
Sales, production, finance, and 
chemical research and develop- 
ment. Each unit was headed by a 
vice-president, and Booz, Allen & 

Hamilton recommended that their 
one-time associate, Babb, be in- 
stalled as executive vice-president 
in charge of all four. He is resign- 
ing this post to take the Lever 
presidency. 

a Babb, a Harvard Business School 
graduate, who also worked in the 

school’s marketing department col- 
lecting case data from business ex- 
ecutives, gave Johnson’s the ap- 

proved Harvard treatment. He 
worked out a definite organiza- 

tional structure, and issued a three- 
inch thick organization manual, 

which outlined every job and func- 

tion in the company. He also set 

up a salary and wage evaluation 

plan and liberalized Johnson’s 
long-standing profit-sharing pro- 
gram. 

Since Babb joined the company 
in 1944, conservative estimates 
show Johnson’s sales have risen 
from around $10,000,000 to about 
$25,000,000 per year. 

A feature of Babb’s reorganiza- 
tion of Johnson was that all 
changes were effected without fir- 

ing a single employe—duplicating 

the feat of Lever Bros.’ new 
board chairman, John M. Hancock, 
when he reorganized Jewel Tea 

Co. after World War I. Some of 
the severest criticism leveled at 

Luckmar when he headed Lever 
Bros. stemmed from his head-lop- 
ping policies—particularly the 
wholesale firings that accompanied 
the company’s move to New York. 

a It is interesting to note that 
George Fry, formerly associated 
with what was then Booz, Fry, 
Allen & Hamilton, and a man who 
knows Babb very well, screened 
all Lever Bros. personnel for Luck- 
man and recommended which em- 

ployes should be kept and which 
should be let go. 

Another sidelight on the naming 
of both Babb and Hancock by Le- 
ver Bros. is that Lehman Bros. re- 
portedly has been discussing fi- 
nancial matters with the Johnson |}- 
Co. The talks deal with ways and 
means for tightly-controlled John- 

OPEN QUARTERS—Bill Clark of Hamilton Advertising Agency and president of the 
Artists Guild of Chicago, shakes hands with Phil Lord, president of the Actors Club 
of Chicago, as the artists’ group opens new clubrooms in the St. Clair Hotel. Looking 
on are (left) Taylor Poore, clubhouse chairman for the Artists Guild, and R. Sidney 
Dickens, industrial designer who designed the clubrooms. Visiting artists and art 

buyers are invited to use the clubrooms as their headquarters when in Chicago. 

son (only two owners) to avoid 
paying a whopping inheritance tax | 

in the event that one or both of 
the owners die. 

People who know both Babb 
and Luckman say there is a strik- 
ing similarity in the way both 

talk about “cooperation on a com- 
pany’s executive team.” The only 
difference, some claim, is that 

Babb actually is very skilled at 
delegating executive responsibility 

and getting his top men to work as 

a team, while Luckman failed to 

practice what he preached. 

a Mr. Lunding, chairman of the 

executive committee of Lever 

Bros.’ board, will continue as pres- 
ident of Jewel Tea Co., a position 
he has held since 1942. He is also 
chairman of the Federal Reserve 
Bank of Chicago and president of 
the Economic Club of Chicago. 

Lunding, like Charles Luckman, 
reached the top at an early age. 
While Luckman was 40 when he 
was placed at the head of Lever 
Bros., Lunding reached the top at 
Jewel Tea when he was just 36. 
In contrast to Luckman, however, 

Lunding is a mild-mannered in- 

dividual who is little known out- 
side the business world, although 

he is active in both business and 
civic affairs. 

After obtaining a law degree 
from George Washington Univer- 
sity, Washington, Mr. Lunding 

worked in the research department 
of the U. S. Chamber of Commerce 

for two years and for a short time 
was an attorney for the Federal 
Trade Commission. As a brilliant 
young attorney he is said to have 
attracted the attention of Hancock, 

who brought him to Jewel as legal 
counsel. 

= Lunding’s interest in merchan- 
dising led to the job of merchan- 
dising manager at Jewel. At the 
time Jewel’s stores were not doing 
too well, and Lunding set out to 

find where the trouble lay. He 

went to Jewel stores, asked house- 

wives what they wanted, and made 
changes based on their replies. 

It is said that Lunding was con- 

sidered for the presidency of 
Lever after Luckman’s abrupt 
resignation last January, but this 

course was rejected because it 

would have necessitated his resig- 

nation from Jewel and transfer to 

New York. As a director and 

chairman of the executive com- 

mittee he can remain as president 
of Jewel and still take an active 

role in the Lever management. 

es Lunding, like the other two 
members of Lever’s new team, 

has earned a reputation for his 
able handling of personnel and 

his ability to promote teamwork. 
These will be important assets 
when the three tackle the job 
of rebuilding Lever’s top man- 
agement ranks, which were de- 
pleted by dismissals and resig- 

nations before and after Luck- 
man’s resignation. 

As Jewel Tea president, Lun- 

ding last year drew $50,600 as sal- 

ary, plus a bonus of $141,204. In 

addition, a contribution of $23,- 
800 was placed into a retirement 
fund assuring him of an annual 

pension of $11,944. Salaries for 
Babb and Hancock last year were 

not reported. Whether Mr. Babb’s 

salary as Lever president will be 
more or less than Luckman’s re- 
ported $300,000 per year has not 

been announced. 

= Most of the other members of 
the new Lever board have had 

long careers with the company. 
‘Burkhart joined it in 1939 as a 
production executive, after being 

associated at different times with 

Procter & Gamble Co., Gold Dust 

Corp. and Hecker Products Corp. 
Heyworth, with the parent com- 

pany since 1910, has served as 

chairman of several of its over- 

seas subsidiaries. He has been one 

of the company’s contact directors 
for overseas operations since 1944, 
and has been a member of the 

three-man executive board direct- 

ing the U.S. company since Luck- 
man’s resignation. 

a Massey, who for many weeks 

had been rumored as the succes- 

sor to Luckman, joined Lever in 
Canada in 1927 as assistant adver- 

tising manager. Subsequently he 

became assistant to the president, 
sales manager, sales director and 

president ot the Canadian branch. 

He is also president of Birds Eye 
Foods of Canada Ltd., Pepsodent 

Co. of Canada Ltd., Harriet Hub- 
bard Ayer Inc. of Canada, and a 

director of Thomas J. Lipton Ltd. 

Smallwood, also a subject of 

presidential gossip, became presi- 

dent and board chairman of the 
Lipton company here in 1938, after 
two years as general sales manager 

of the Borden Co. He also became 
president of Lipton’s Canadian op- 

erations in 1938 and a year later, 

president of an affiliate, Contin- 

ental Foods Inc. He is president of 
the Tea Association of the U.S. 
and of the Tea Council. 
Watermulder has been adminis- 

trative vice-president of Lever 
Bros. Co. since September of last 
year. Previously he had held var- 

ious executive posts with North- 

ern Trust Co., Chicago, and Quaker 

Oats Co. 

Turner Hall Corp. Names 
T. W. Keller as Ad Manager 

Turner Hall Corp., New York, 
manufacturer of beauty prepara- 
tions, has appointed T. W. Keller, 
previously with Harry B. Cohen 
Advertising Co., as vice-president 
and advertising manager. 

Mr. Keller will be responsible for 
advertising of the regular Turner 
Hall line and for the promotion of 
new products. 

Two Appoint Aves Agency 
Wesley Aves & Associates, Grand 

Rapids, Mich., has been named to 
direct the advertising of Robbins 
Flooring Co., Ishpeming, Mich., 
manufacturer of hardwood floor- 
ing, and H. H. Cutler Co., Grand 
Rapids, manufacturer of Cutler’s 
Cuvver-ups—plastic aprons, rain- 
wear, baby pants and other plastic 
film products, 

ABP Reelects 

All Officers At 

Annual Meeting 
(Continued from Page 1) 

O. Wynkoop, McGraw-Hill Pub- 
lishing Co., treasurer, and Thomas 

B. Haire, Haire Publishing Co., 

secretary. A vacancy on the board 

was filled by the election of a rep- 

resentative of the Pacific Coast, 

E. P. Hoener, Timberman, Port- 
land, Ore. 

a In his address reviewing his 
work since becoming the chief ex- 

ecutive of the ABP five months 
ago, President Beard expressed 
confidence in the future growth 
and usefulness of the association. 
He said that not only publishers 

but advertisers and agencies want 
a strong association, and that ABP 

is recognized as representing the 

business publishing industry as a 
whole. 

The meeting was largely of a 

clinic or workshop type, with spe- 
cial group meetings for editors, 
advertising managers, advertising 

salesmen, circulation managers, 

production men and cost analysts, 

following the successful pattern 

established at a conference in New 
York last fall. The success of this - 
type of meeting indicated that it 

will be continued, with perhaps 

two conferences a year. 

William Hunter, Haire Publish- 
ing Co., was chairman of the cir- 
culation clinic; S. R. Bernstein, 
ADVERTISING AGE, editors; E. S. 
Klappenbach, Oil & Gas Journal, 
advertising salesmen; Robert E. 
Kenyon Jr., Printers’ Ink, adver- 

tising managers; N. O. Wynkoop, 
McGraw-Hill, cost control and 
methods; Dwight Monaco, Mc- 

Graw-Hill, and Lyman Forbes, 
Standard Rate & Data Service, 
production. 

a George Shutt, Architectural For- 
um, who reported for the agency 
relations committee, quoted Mc- 
Graw-Hill figures to indicate that 
1949 business paper advertising 
volume was $215,000,000, repre- 

sented by 700,000 pages of adver- 

tising. Business publishing is now 
big business, he emphasized. 

J. A. Gerardi, vice-president and 

treasurer, McGraw-Hill Publishing 
Co., and chairman of the legisla- 

tion committee of the association, 

reported on the postal rate situa- 
tion, and indicated a belief that 

some compromise may be worked 
out which would spread a mod- 
erate increase over several years. 

Hearings of the Senate committee 
were in progress at the time of his 
report. (Story on Page 72.) 

ws John T. Ogden, Ogden Publish- 
ing Co., suggested expanding the 

services of ABP to include advice 
on costs and methods for the spe- 
cial benefit of small publishers, 
whose problems, he pointed out, 
differ materially from those of 
larger houses. 

Larry Kunstler, Haire Publish- 

ing Co., the new chairman of the 

merchandising papers group, re- 

ported the success of the advertis- 

ing competition for companies in 

this field, recently concluded with 

announcement of awards, and 

plans for setting up a Chicago com- 

mittee representing this group. 

Julien Elfenbein, Haire Publish- 
ing Co., president of the National 
Conference of Business Paper Ed- 

itors, sponsored by the ABP, urged 

publishers to give their editors 
more support in the work of the 

conference. He reported that a new 
book on business paper publishing 

practices, based on courses on this 

subject at New York University 
and Northwestern, will be pub- 

lished this year by Harper & Bros. 
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market or geographic area, thus 

of all available market data in 

were listed in the section, and 

in this master list. There is no 

will be accepted. 

3. It must be available for 

clearly stated. 
4. It must be received prior to 

Market Data Editor, ADVERTISIN 
11, with any necessary explanat 

Wanted: Current, Up-to-Date 

Market Data for AA Readers 
The third annual Market Data Section of ADVERTISING AGE 

will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 

Last year, approximately 800 separate pieces of market data 

in requests for almost 22,000 individual pieces. 
Advertising media, associations, trade groups and others are 

invited to submit market studies or compilations for inclusion 

material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1949, 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

agencies, preferably without charge. If there is a charge, or 

other conditions are attached to its distribution, this should be 

Actual copies of the material to be listed should be sent to 

providing a comprehensive index 
all fields. 

readers of ADVERTISING AGE sent 

charge for such listings, but the 

distribution to advertisers and 

May 12, 1950. 

G AcE, 200 E. Illinois St., Chicago 
ory notes. 

Monsanto Appoints Hatch 
Lester D. Hatch has been named 

to the sales development depart- 
ment of the Merrimac division of 
Monsanto Chemical Co., St. Louis. 

$150. FOR 1 MINUTE 
TV FILM COMMERCIAL 

TV ADVERTISING 
FILM FOR LOW 
BUDGET ACCOUNTS 

Appoints Willsted Agency 
Manchester Knitted Fashions, 

Manchester, N. H., has named 
Willsted & ‘Shacter, New York, to 
handle the advertising in national 
magazines and business papers. 
Thomas & Delahanty formerly 
serviced the account. 

Waters Gets Flower Account 
Norman D. Waters & Associates, 

New York, has been named by 
Astor Flower Co., New York, to 

direct the advertising in business 
papers and a fall campaign in con- 
sumer magazines. The company 

-|is a new advertiser. 

Active, ‘Prosperou
s. Mat kel 

ru 

Current Federal Reserve Bank figures carry 
further proof that Worcester is buzzing with 
business activity. Worcester’s bank debits in 
March 1950, rose to $149,767,000, almost 

$6,000,000 greater than in March of 1949. 
Nor is this an isolated increase. Bank debits 
for the first three months of 1950 rose to 
$412,979,000, compared with $407,479,000 
for the. same period i 

Keep the sales of yo 

n 1949. 

ur product on a similar 
high level in this prosperous Central New 
England Market through consistent advertis- 
ing in the newspapers that blanket the area, 
the Worcester Telegram-Gazette, Daily 
circulation in excess of 
100,000. 

140,000. Sunday over 

Th: TELEGRAM-GAZETTE 
WORCESTER, M 

MOLONEY, REGAN & SCHMITT, 

GEORGE F BOOTH Pubtsher- 
ACHUSETT ASSACHU 

INC., NATIONAL REPRESENTATIVES. 

‘Build More New 

Plants, CofC's 

Steinkraus Says 
WASHINGTON—Members of the 

U. S. Chamber of Commerce, hold- 
ing their 38th annual meeting here 
last week, were told that continued 
business expansion is one of the 
chief problems facing the U. S. 
Chamber President Herman W. 

Steinkraus declared in his keynote 

address that industry and business 
must be encouraged to invest 

“about $6 billion a year” for suf- 
ficient new facilities to provide 
work for an estimated 600,000 per- 
sons joining the working force an- 
nually. 

Warning that the “wellsprings 
of venture capital” have been held 
back by high taxes and other dis- 

couragements, he hoped. for a 
“change of attitude which would 
insist on steps which will en- 
courage more people to go in busi- 

ness for themselves, with the in- 

centive of profit being the driving 

force.” 

s Later, Secretary of Commerce 
Charles Sawyer, and former Re- 
publican presidential hopeful Har- 
old Stassen both told the conven- 
tion that business must act to ex- 
plain itself to the public. 

Mr. Stassen said that “the most 
important single informational 
job that needs to be done in Amer- 

ica is to develop a better under- 
standing by the American work- 
men of the modern capitalistic 
economic system of which they are 
a part. 

“Workers need to be informed,” 
he continued, “that the owners 

and managers of American busi- 
ness get much less per dollar of 
production for profits and for 
salaries, than the comparable cost 
of any socialistic governmental 

system in government salaries and 
taxes.” 

as The Commerce Secretary told 
a dinner session that “diverse bus- 
iness groups should cooperate in 
the job of selling American busi- 
ness to the American people. 

“What we need,” he said, “is 
coordinated, unified, integrated ef- 
fort on the part of American busi- 

ness, represented by a variety of 

trade associations, chambers of 
commerce and other powerful 
business groups, in order to 
see that the proper influence 
of business is felt throughout the 
country, in Washington, in the 
state capitals and everywhere 
else.” 

Warning that “the sale has yet 
to be closed,” he volunteered: “I 
regard this as one of the most im- 
portant things which can be done 
by business, and I want to say to 
you as Secretary of Commerce, 
that I shall undertake in every 

way to promote and help and fost- 
er such a move.” 

e Arthur H. Motley, publisher of 
Parade, told a luncheon session 
that management’s attitude toward 
distribution will be one of the crit- 
ical phases of American industrial 
expansion. 

He argued that business leader- 
ship must increase the proportion 
of its expenditures for distribution 
in order to permit the movement 
of goods to catch up with in- 

creased production. And he esti- 
mated that 65,000,000 jobs in a 
$300 billion economy would be 
possible within the next five years. 

Wander Co. Expands 
Wander Co., Chicago, through 

Grant Advertising, has added 14 
kinescope-serviced cities to its net- 
work for the “Howdy Doody Show.” 
Ovaltine sponsors the NBC-TV kid’ 
show on Fridays on 27 inter-con- OWNERS of RADIO STATION WTAG 
nected stations. 

TEXAS ART WINS—Charles Gruen, art director of Neiman-Marcus, Dallas specialty 
store, won a gold medal in the New York Art Directors’ show for outstanding de- 
sign of complete newspaper advertisement. This world trade ad was among the 

selection of Neiman-Marcus ads that ran in Dallas newspapers during 1949. 

GENEROSO POPE 
NEw YorK—Generoso Pope, 59, 

owner and publisher of the Italian 
language newspaper, II Progresso, 

and president of Atlantic Broad- 
casting Co., which operates foreign 
language Station WHOM, died 
April 28. 

Born in Italy, he came to Amer- 
ica at the age of 12 and worked at 
odd jobs. At 15 he was a foreman 
of a gang of workers for a sand 
company. A few years later he be- 

came superintendent of the Colo- 

nial Sand & Stone Co. 
Mr. Pope bought Il Progresso 

in 1928 “to hold together the Ital- 
ian colony in the United States.” 
Before 1941, Mr. Pope, who had 

received a decoration from Mus- 
solini, was regarded as a supporter 
of fascism. But when President 
Roosevelt declared a state of un- 
limited emergency in that year, 

Mr. Pope repudiated fascism in an 
Il Progresso editorial and took his 
stand with the United States. In 
1946 he bought WHOM, and in 

1948 originated the letters-from- 
America campaign which was cre- 
dited with helping to stem the 

communist tide in the Italian elec- 
tions of that year. 

CHARLES G. MULLEN 
Tampa—Charles G. Mullen, 64, 

president and publisher of the 

Florida Grower Press and vice- 
president of Gulf Life Insurance 
Co., died here on April 21. 

Mr. Mullen started his news- 
paper career at the age of 17 asa 

reporter for the Observer, Char- 
lotte, N. C. He was later manager 
of the Gazette, Charleston, W. Va., 
and in 1914 opened an advertising 
agency in Chicago. 

Mr. Mullen came to the Times 

here as business manager in 1916, 
and was vice-president in 1932 
when he resigned to take active 
charge of Florida Grower Press, 

which he had purchased in 1925. 
In 1924 he founded the Ledger, 
Lakeland, Fla., and was president 
of the paper until he sold it in 1927. 
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The name of Alfred B. Stanford 
of Essex, Conn., vice-president of 
the New York Herald Tribune, has 
been proposed as a possible can- 
didate for governor on the Repub- 
lican ticket in Connecticut. 

Stanford’s name was put for- 
ward by Maurice Hanson of Green- 
wich, Conn., vice-president of J. 
Walier Thompson Co., at a recent 

meeting of 65 Republicans in Hart- 

ford. Hanson told the meeting that 
Mr. Stanford, former head of the 
Bureau of Advertising of the 
American Newspaper Publishers 

Association! “would be available if 
the proper address were made to 
him.” 

The National Federation of Fish- 
mongers in Britain has voted to be- 
gin a collective promotion to boost 
consumption of fish in the British 

Isles. Retailers and wholesalers 
each will contribute a penny on 
each 12% kg. of fish sold. The 
levy would produce a total of more 
than $400,000. 
The budget will be used to pre- 

pare publicity material, sponsor a 
newspaper and outdoor campaign 
and work up “informational” rad'o 
and TV programming on the merits 
of fish in the British diet. The plan 
must still be approved by other 
organizations in the fish business. 

Most of the contestants in essay 
contests seem to be girls. The Ad- 
vertising Federation of America’s 
recent national essay contest was 

won by a Chicago high school 
student of the gentler, essay-writ- 
ing sex. Now International Print- 
ing Ink has announced winners of 
its 14th annual IPI essay contest, 
and results show: First, second and 
third prizes won by girls, and of 
the 25 runners-up, 17 were girls. 

(National Graphics Arts Education 

Association sponsors the IPI com- 
petition.) 

eee 

Colgate and others who are 
plugging the brush-your-teeth- 
after-meals theme are getting un- 
usual support from the American 
Dental Association. The dental 

group gets out a clipsheet of dental 
health articles, and its current is- 

sue features a story, based on re- 

search of Dr. Leonard S. Fosdick of 

Northwestern University, assert- 

Medical copy has selling 

punch when written by a 

physician who fully under- 

stands the value of your 

Product. Knowledge of 

FDA, FTC and commercial 

requirements. Since 1921, I 

have specialized in writing 

medical ads and radio com- 

mercials. Packaged radio 

and television programs 

dealing with health. 

Folder mailed on request. 

FREDERIC 
DAMRAU, M.D. 

247 Park Ave., New York 17 

Plaza 5-3638-39 

ing that brushing after meals cuts 
cavities 50% to 60%. 

e 

Although frozen citrus juices 
have cut a wide swath, they ap- 
parently haven’t hurt other juices 
too much. For example, trade 
sources report that canners’ ship- 

ments of tomato juice were up 12% 
for the nine months ending April 1 
.this year, and that March wit- 

nessed the largest consumer move- 
ment of all time in this commodity. 

Joins Brisacher, Wheeler 
Irving Lehrer, who formerly 

headed his own public relations 
organization in New York, has 
been named director of public re- 
lations and sales promotion of Bri- 
sacher, Wheeler & Staff, San Fran- 
cisco. He also will work with the 
New York and Los Angeles 
branches of the agency. 

FOREST B. WILSON 
Tampa—Forest B. Wilson, 61, 

vice-president in charge of sales 
and advertising for Thompson & 

Co. here, died on April 30 after 
suffering a stroke. 

Mr. Wilson entered the publish- 
ing business many years ago when 

he purchased controlling interest in 

a Missouri chain of one daily and 
three weekly newspapers. Later he 
was associated with Loftis Bros., 
Chicago, mail order and chain 
store jeweler. He is credited by 
colleagues with developing many 

direct mail techniques used in mass 

mail sales today. 

Among other things, Mr. Wilson 
had owned an advertising agency 

in Nashville; edited Radio News, 
and owned “Tennessee Industry,” 
a magazine devoted to economic 
development of the state. 

CAROLYN TURNER 
New YorK—Miss Carolyn Tur- 

ner, 46, senior time buyer for ra- 

dio and television for Young & 

|Rubicam, died April 29 after a 
long illness. 

Born in Philadelphia, she had 
been with the agency for eight 

years, beginning as a secretary. 

J. W. LEDFORD 
CINcINNATI—J ohn W. Ledford, 

52, advertising salesman for the 
Opinion Publishing Co. here, was 

killed April 28 in a head-on col- 
lision between his automobile and 
a truck near Georgetown, Ky. 

CHARLES W. COOK 
PHILADELPHIA—Charles W. Cook, 

29, head of the art department for 
Station WFIL-TV here, died on 
April 27 at Naval Hospital. 

NELSON MURPHY 
BurraLo—Nelson I. Murphy, 

former advertising manager for the 

Catholic Union & Times here, died 

April 30 in San Jose, Cal. Prior to 
joining the Catholic Union & Times, 

he was an advertising salesman for 
the Buffalo Times for about 12 
years, 

Columbia Radio Sales 
Reassigns Personnel 

Herbert A. Carlborg, eastern 
sales manager of the AM section of 
Radio Sales, the station representa- 
tive division of CBS, New York, 
has been appointed manager of 
sales development for AM and TV. 
Thomas Dawson, Radio Sales ac- 
count executive, succeeds him as 
eastern sales manager. 

Fred J. Mahlstedt, currently 
manager of research and promo- 
tion for the division, also has been 
given a new title—general service 
manager. 

Tea Bureau Appoints Brant 
Gerry Brant has been named 

promotion director of the Tea Bu- 
reau Inc., New York. Prior to 
joining the bureau four months 
ago, Mr. Brant was director of 
advertising of the National Asso- 
ciation of Manufacturers. 

Dahlman Joins WLW-T 
Donald L. Dahlman, formerly 

advertising manager of Adler Co., 
Cincinnati, has joined the sales 
staff of WLW-T, Cincinnati. 
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Merrill Lynch Ad Runs 
in ‘Time, Newspapers 

A three-page ad in Time’s May 
8 issue by Merrill Lynch, Pierce, 
Fenner & Beane to explain the 
stock and bond business is “the 
first three-page advertisement ever 
run in a national magazine by a 
member of the New York Stock 
Exchange,” Time announced in a 
full page in the Wall Street Jour- 
nal Thursday. 

The ad first appeared in the 

New York Times in 1948 and is 
being run at intervals in 100 cities 
where the brokerage house has 
branches. It ran in papers in 35 
cities last week. Albert Frank- 
Guenther Law is the agency. 

KGLN to Begin Operation 
Station KGLN, Glenwood 

Springs, Colo., is scheduled to be- 
gin broadcasting early this month. 
The 250-watt station will operate 
on a frequency of 1340 kilocycles. 

IMPOSSIBLE 
SELLING 
SITUATIONS 

Hold on... there's a simpler way! Try 
View-Master three dimension pictures 
for your difficult demonstration, selling 
and sampling problems. These amazing 
stereoscopic Kodachrome photographs 
enable you to show products, installa- 
tions, services and manufacturing oper- 
ations in true color and depth with 
dramatic “come to life” realism. View- 
Masters are proven “door openers”, 
“attention holders”, “sales clinchers”. 

require no darkroom or electric- 

4 

AVE Your SECRETARY 

ity. Compact, easy to carry. Stereoscope 
and ten Reels weigh less than 9 oz. 
Each View-Master Reel holds seven dif- 
ferent pictures in planned selling se- 
quence. View-Master three dimension 
picture Reels are inexpensive to pro- 
duce—effective to use. See for yourself! 

Gallina Pictures 

THI $ N Ta, 

SAWYER'S INC., Commercial Soles Dept. 

3543 N. Kenton Ave., Chicago 41, Illinois 

Without obligation, please furnish complete information about 
three dimension pictures for 

% 

View-Master 
commercial vse. 

(Product) 

City State. 

Posciti \ 

every production job with 
Faithorn 3-in-] service. Finest Typog- 

raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 

> co-ordinated all-inclusive production. Try 
Faithorn 3-in-l1 production service—and know 

why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 

FPAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
@ definite saving of TIME, TROUBLE and MONEY. 

You save 
precious hours on 

Publishers Cite 

Dangers of 2nd 

Class Rate Rise 
WASHINGTON—Newspaper and 

magazine publishers warned the 
Senate post office committee last 
week that increases in second class 

postage rates would provide too 
little new revenue to justify the 
dangers involved. 

Committee members were told 

that a sharp rate increase would 

injure postal revenues by destroy- 

ing large numbers of small publi- 

cations, and by driving large pub- 
lications out of the mail. 

They were also warned that any- 

thing which increases advertising 
costs at this time would hamper 
the distribution of goods and en- 

danger national prosperity. 

ws A. L. Cole, general manager of 
Reader’s Digest, speaking for the 
National Association of Magazine 

Publishers, said the House bill, 
designed to raise $15,000,000, would 
probably produce less than $6 

000,000 because of exemptions, loss 
of volume and lost income tax 
revenue. 

Pointing out that even $15,- 
000,000 would be only 3% of the 
postal deficit, he asked: “Is the 
very small effect that the increase 
in second class rates will have on 

the postal deficit a justification 
for what may prove to be a serious 

curtailment of the effectiveness 
of magazines and newspapers as 
a means of informing and unify- 

ing the public on the serious prob 
lems of the day?” 

Walter Fuller, chairman of Cur- 
tis Publishing Co., said any sizable 
increase in second class rates 

would drive large publications— 
currently the source of a third of 

second class revenue—into pri- 
vately controlled subscription and 
distribution systems. 

ws Challenging a statement made 
by Postmaster General Donaldson 
last week, he said these private 
services are practical, and that 
the systems under which 12 pub- 
lications are currently being dis- 
tributed in South Bend and Col- 
umbus on an experimental basis, 

lost only $3,000 during three 

months of testing. “If second class 

rates are increased, the area in 
which delivery by mail can be 

justified will shrink,” he insisted. 
Most of the score or more wit- 

nesses appearing during the two 
days on second class rates, called 
for creation of a selected commis- 
sion to examine postal operations. 
Frank Daniels, vice-chairman of 

the postal committee of ANPA, 

urged that the Post Office have a 
“free hand in managing its own 

affairs.” He pointed to such prob- 
lems as political pressure, which 
result in “marble palaces” in 
“100% real estate locations” in- 
stead of “factory buildings con- 

venient to railroad terminals.” 
Most dynamic of those calling 

for a postal overhaul was Thomas 
A. Beck, chairman of Crowell- 

Collier, who contended: “Our Post 
Office Department is antiquated, 
wasteful of men’s time and energy 
and wholly inefficient by today’s 
standards.” 

a Warming to his theme, he 
snorted: “Now it is proposed to 
make publishers pay for a large 
part of the huge deficit which is 
really caused by the necessity of 
paying current wage scales to men 
who have to work by walking with 

loads on their backs as in China 
and India... In industry, machines 

increase production through speed 
and men use their heads instead 
of their feet.” 

He was unshaken in his op- 
position to any rate increase until 
an investigation is made, but most 

Thompson Will Not 

Seek Reelection to 

Audit Bureau Posts 
Cuicaco—Philip L. Thomson, 

president and chairman of the 
board of directors of the Audit 

Bureau of Cir- 
culations for 

the past 23 
years, last week 

= announced that 
he will not be 

reelection at the 

annual meeting 

in October. 

Mr. Thomson 

became a mem- 

ber of the board 

of directors in 

1925, while director of public 
relations of the Western Elec- 
tric Co. 

He had joined Western Elec- 
tric as a voucher clerk in 1903; 

became manager of the Pitts- 

burgh distributing house in 
1905, and advertising manager 

at the Western Electric New 
York headquarters in 1911. 

P. L. Thomson 

a Mr. Thomson is credited with 
first conceiving of institutional 

advertising as a forum for man- 

ufacturers to present aims of 

industry to the public, as well 
as utilizing the silent screen 
and later sound movies as ef- 

fective advertising and educa- 
tional tools. He was one of the 

first to achieve high office in 

the sphere of corporate public 

relations, and retired from 

Western Electric on April 1, 
1944, 

He was president of the As- 

sociation of National Advertis- 
ers in 1923 and 1924 and also 
has been active in the Adver- 
tising Federation of America. 

witnesses conceded the possibility 
of an increase. NAMP said the 

increase, if any, should be a simple 
percentage increase on _ present 

charges, without distorting the rate 
structure. The association said a 

piece rate, long sought by the de- 

partment, should be instituted in 

order to obtain revenue from leaf- 

lets and similar material which 

passes at extremely low rates. 

Amory Bradford, assistant to the 

publisher of the New York Times. 

considered 10% a “fair comprom- 

ise.”” Under questioning, Mr. Fuller 

and Dudley White, of Inland Press 

Association, yielded 10% for two 
successive years. David Frederick 
general manager of Harper’s Mag 

azine, said members of the “emer- 

gency committee of small and 
medium sized publishers” felt 25% 
—spread over three or four years 

—represents the maximum amount 

the industry could bear. 

@ NAMP said Peat, Marwick & 
Mitchell had surveyed leading 
magazines, and found 1949 profit 
margins “much less than can be 
regarded as reasonable or safe.” 

The average for the group was 

only 4.01%, it said, and at least 
25% appeared to have lost money. 

Under the proposed postal rates 
the margin would have been only 
3.2% and many more would have 
been in the red. 

The committee also received a 
study of 130 publications made by 
J. K. Lasser & Co. for the emer- 
gency committee of small and me- 

dium size magazines. According 
to this report, one out of three 
operated in the red in 1949, four 

out of 10 earned less than $20,000. 

Promotes Pernot, Thompson 
Lioyd Pernot, service director of 

Four Wheel Drive Auto Co., Clin- 
tonville, Wis., has been appointed 
manager of national accounts. John 
Thompson, formerly specialized 
markets manager, has been named 
to succeed Mr. Pernot as director of 
the service division. 

a candidate for * 
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‘True’ Circulation 

Tops 1,500,000; Ad 

Rates Up in 1951 
New YorK—Effective with the 

-|January, 1951, issue, the circulation 
guarantee of True, a Fawcett pub. 
lication, will be increased from 

1,200,000 to 1,500,000, and the bw 
page rate on advertising will be 

increased from the present $3,300 

(or $2.75 per 1,000) to $4,100 (or 

$2.73 per 1,000) and other space 

unit rates will be increased pro- 
portionately. 

There will be no change in quan- 

tity discounts of 10%, 124% and 

15% for advertisers using 12, 18 

and 24 pages within 12 months, 
Clare Nelson, advertising manager, 
told AA. 

“True’s circulation for the first 
three months of this year,” Mr, 
Nelson said, “averaged 1,618,510, 

as will be shown in the Audit Bu- 
reau of Circulations statement 

covering that period.” 
The magazine’s distribution “is 

78% newsstand circulation,” Mr. 
Nelson said, adding that “there is 

no premium or forced circulation 
of any kind.” 

s Circulation of the monthly men’s 
magazine has grown from 440,000 

in September, 1944, to its present 
figure, and in Mr. Nelson’s opinion 

is indicative of a major trend in 

magazine publishing, namely, the 
“phenomenal growth of magazines 

in the men’s field since the end of 
World War II.” 

Between 1941 and the end of 
1948, he said, all magazines regis- 
tered a circulation increase of 

about 40%. Men’s magazines dur- 
ing the same period registered a 

circulation increase of 122%. 
He thinks it is impossible to at- 

tribute this increase to any one 

thing. Improved editorial content 
has been a major factor, he admits, 

but so also has the different read- 
ing habits of men since the war. 

New market research, he believes, 
also has contributed a great deal 

to the growth of men’s magazines. 

‘Sports Afield’ Gives 

Big-Game Rifles 

to Wasey Keglers 
New YorK—At a special lunch- 

eon today (May 8), Sports Afield 

will honor the captains of the 16 
teams in the advertising agencies 

bowling league, and will present 

big-game rifles to the members of 
the season’s top team, representing 

Erwin, Wasey & Co. D. N. Laux, 
publisher of the publication, will 
introduce Roger Kenna, president 
of Marlin Fire Arms Co., who will 
make the presentation of the rifles 
on behalf of the magazine. 
Among the agencies to be repre- 

sented will be G. M. Basford Co.; 
Batten, Barton, Durstine & Osborn 
(two teams); Ted Bates & Co, 
Compton Advertising Agency; 
Foote, Cone & Belding; Hanley, 
Hicks & Montgomery; McCann- 
Erickson (two teams); Outdoor 

Advertising Inc.; Owen & Chap- 

pell; Fletcher D. Richards Inc.; and 

J. Walter Thompson Co. (two 
teams). 

Ribbon Campaign To Open 
Freydberg-Strauss, New York, 

manufacturer of tying ribbons, will 
start a test campaign in the Chi- 
cago Daily News and the Chicago 
Herald American this week in a 
cooperative hook-up with F. W. 
Woolworth to feature a new Bow- 
maker Spool and gift typing rib- 
bons for Mother’s Day. In quarter- 
page size, the ads are being placed 
by Lynn Baker Inc., New York, 
Woolworth agency. 

Advertising Producers Moves 
Advertising Producers Associa- 

ted, Chicago, has moved its offices 
to 205 W. Wacker Dr. 
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Four A’s Lists 

Ad Codes Aiding 

Self-Regulation 
New YorK—The American As- 

sociation of Advertising Agencies 
and the Association of National 
Advertisers last week issued “Self- 
Regulation of Advertising,” a com- 

pilation of existing advertising 

codes made by Verne Burnett for 

the two associations. 

The guidebook, available from 

either association at $3, is aimed 
at showing “the major facilities 

available now for self-regulation 
or voluntary censorship of adver- 
tising.” 
The Four A’s and the ANA 

adopted a joint copy code in 1932, 
and in 1937 the Four A’s set forth 
seven unfair practices to be 
avoided. 

s The code of the Newspaper Ad- 
vertising Executives Association, 
adopted in 1914 and revised two 

years later, is discussed at some 
length, as is the work of the Mag- 

azine Copy Advisory Committee 
a group set up in 1938. The latter 
committee has no specific, written 
standards to judge copy, but the 22 
participating publishers try to 
avoid copy in bad taste, or having 

unfair competitive claims and false 
or misleading statements. 

The book also reviews the work 
of various better business bureaus, 
associations and legal decisions. 

Also specifically covered in the 
“codes” listed are those of the Ad- 
vertising Federation of America, 

Chamber of Commerce of the U.S., 
Curtis Publishing Co. Federal 
Trade Commission, National Asso- 
ciation of Broadcasters, National 
Bureau of Standards, National 
Canners Association, Outdoor Ad- 

vertising Association of America, 

Proprietary Association, and Tele- 
vision Broadcasters Association. 

FRANK A. TICHENOR 
New YorK—Frank A. Tichenor, 

69, editor and publisher of Aero 
Digest, died Thursday. He organ- 
ized Aeronautical Digest Publish- 

ing Co. in 1922. At one time it 

published Plumbing & Heating 
Journal, Spur and several airplane 

publications. 

ALVIN E. NELSON 
San Francisco—Alvin E. Nel- 

son, 58, former assistant vice-pres- 

ident of National Broadcasting Co., 

and since 1942 head of his own 
agency here, died of a heart at- 
tack Thursday. 

Harrison Agency Promotes 
Kennedy, Musler, Harrison 

Lester Harrison Inc., New York, 
has appointed Charles H. Harrison, 
Cass Musler and Ambrose J. Ken- 
nedy as vice-presidents. Mr. Har- 
rison has become executive secre- 
tary, but will continue with his 
regular duties as creative head. 

Mr. Musler and Mr. Kennedy, 
account executive and art director, 
respectively, will also continue in 
their present capacities. 

Improved Services, 

New Project Planned 

at Farm Group Meet 
CuiIcaGo—The boards of direc- 

tors of the Agricultural Publishers 

Association and Farm Publication 
Reports Inc., linage measuring and 
classifying service, met here last 

week and discussed plans for im- 

proving FPR services, and a new 

APA project. Details of the tenta- 
tive plans were not disclosed, how- 
ever. 

The APA board heard a report 
on the increased number of agen- 

cies recommended by the APA. 
In 1944, 708 agencies were on the 

recommended list. Today 1,442 

agencies are on the list. During 
the past six months, there have 

been 104 new recommendations 
and 35 withdrawals of recommen- 
dation, the board was told. 

a Most of the agencies dropped 
from the list were eliminated be- 

cause of their failure to furnish 
information, although in several 

cases agencies went out of business 

or were involved in mergers. 

Tom Hickey, advertising man- 
ager of the Nebraska Farmer, was 

elected secretary of Farm Publica- 
tion Reports at the FPR meeting 

on Monday. Paul Limerick, account 
executive with Western Advertis- 

ing Agency, Chicago, was elected 
to the membership executive com- 
mittee. 

Both Mr. Hickey and Mr. Lim- 
erick succeed John D. Gill of the 
Midwest Farm Paper Unit, who 

formerly held both positions. Mr. 

Gill continues as a member of the 
FPR board of directors, however. 

Cigaret Companies 

Bearish in Radio 
NEw YorK—Cigaret companies 

are active in the cancelation di- 
vision these days. 
American Tobacco Co. (Batten, 

Barton, Durstine & Osborn) will 

discontinue the daily 15-minute 

strip, “Light Up Time” (NBC), 

at the end of the current cycle. 

This Dorothy Kirsten-Frankie Si- 
natra show started last fall in the 
spot formerly occupied by Ches- 
terfield’s “Supper Club.” NBC is 
peddling the time. 

Reduced to once-a-week attrac- 
tion on radio and video last fall, 
the AM version of “Supper Club” 
(NBC) may be dropped after June 

1. Cunningham & Walsh is the 
agency. 

R. J. Reynolds Tobacco Co. 
(William Esty & Co.) is expected 

to drop the “Screen Guild Theater” 
after the broadcast of June 29. 

Staze Names Thompson 
Staze Inc., New York, has ap- 

pointed J. Walter Thompson Co., 
New York, to handle advertising 
for dental adhesives. The account 
was formerly serviced by Duane 
Jones Co. 

Shifts Western Office 
Newsweek has moved the Cal- 

ifornia sales office from 612 S. 
Flower St., Los Angeles, to 155 
Montgomery St., San Francisco. 

National Nielsen 
Weeks of March 1- 

All figures copyright 

Audience Delivered | 
Homes 

Rank Program (000) 
1 iy Star Theater (NBC) ........... 3,277 
2 Godfrey & Friends (CBS, Chesterfields) .2,334 
3 Toast of the Town (CBS, Lincoln-Mercury) +s 

| 4 Big Story (NBC, Pall Malls) .......... 
Philco TV Playhouse (NBC) 915 

6 Godfrey's Talent Scouts (CBS, Lipton) By 
7 Lone Ranger (ABC, General Mills) ...... 1,828 
8 Stop the Music (ABC, Admiral) ........ 1 oo 
9 The Goldbergs (CBS, General Foods) . 
10 Stop the Music (ABC, Old Gold) ...... “1°99 | 

NATIONAL NIELSEN TV RATINGS—First 

Television Index 
7 and 15-21, 1950 

by A. C. Nielsen Co. 

Program Popularity 
Homes 

Rank Program (%) 
1 Texaco Star Theater (NBC) ............ 79. 
2 Godfrey’s Talent Scouts (CBS, Lipton) ...66.3 
3 Godfrey & Friends (CBS, Chesterfields) ...55.2 
4 Toast of the Town (CBS, Lincoln-Mercury) a 
5 Stop the Music (ABC, Admiral) 1.9 
6 Gillette Cavalcade (NBC) .............. ar) 
7 Stop the Music (ABC, Old Gold) ........ 50.5 
. Lone Ranger (ABC, General Mills) ....... 49.1 

The Goldbergs (CBS, General Foods) ..... 49.0 
to Big Story (NBC, Pall Malls) ........... 48.4 

national video rating made by A. C. 
Nielsen Co., using both Audimeters and coincidental phone calls, is divided in two 
Parts. The left-hand column shows number of homes reached by the program 
in the entire U. S. (average audience). The right-hand column shows the per 

cent of TV homes reached by the show in cities where the program was telecast. 

Last Minute News Flashes 
P&G Uses Outdoor, 3 Other Media for Cheer 
CINCINNATI—Procter & Gamble is using outdoor advertising, news- 

papers, comic magazines and radio to test Cheer as a detergent in the 

Kansas City and Syracuse sales districts. Young & Rubicam is handling 
the account. 

Schrader & Sons Shifts Account to Basford 
New YorK—A. Schrader & Sons division of Scovill Mfg. Co., Brook- 

lyn, has switched its account from John Falkner Arndt & Co., Phil- 
adelphia, to G. M. Basford Co. here. 

D-F-S Names Piotrowski Merchandising Chief 
New YorK—Dancer-Fitzgerald-Sample has appointed Vic Piotrow- 

ski, with the Kroger Co. since 1933 and most recently grocery mer- 
chandiser for its Detroit branch, as vice-president in charge of the 

merchandising department. 

Miles Laboratories Takes Over NBC Time Slot 
ELKHART, IND.—Miles Laboratories’ half-hour Sunday afternoon show, 

“One Man’s Family,” will become a 15-minute, five-a-week program on 
June 5, pushing Tabcin and Bactine when it moves into the 7-7:15 p.m., 
EDT, slot on NBC, with a repeat broadcast at 11-11:15 p.m., CDT. The 
time segments now’are occupied by the Lucky Strike “Light up Time” 

show, which leaves the air June 2. Wade Advertising Agency, Chicago, 
handles the Miles account. 

Bell & Howell to Break Drive for New Camera 
Cuicaco—Bell & Howell Co. will introduce its new $129.50 mag- 

azine-load, 8mm movie camera, the “172,” through ads in the May 20 

Saturday Evening Post and the June Holiday. The special summer 

campaign will continue through August, with copy ranging from half |! 

pages to spreads in Holiday, National Geographic Magazine, The New 
Yorker, Parents’ Magazine, the Post, Time and six photography and 

home movie magazines. McCann-Erickson is the agency. 

Western Union Holds ‘Exploratory’ Agency Talks 
New YorK—Western Union Telegraph Co. is conducting “explora- 

tory conversations with 10 or 12 advertising agencies,” A. K. Mitchell, 

director of sales and services, told AA, “on the subject of advertising 

potentials and costs, in the event that WU should feel that circum- 
stances warranted increased advertising.” No decision is likely to be 
made in the near future on new advertising nor on any change of 
agencies, Mitchell emphasized. J. Walter Thompson Co. handles the 
account. 

‘Newsweek’ to Test New Magazine in June 
NEw YorK—Newsweek confirmed to AA that it will start testing 

reader acceptance of a new popular-price, personality-type magazine 

in June, but refuses to disclose name or details. 

American Molasses Co. Will Name New Agency 
New YorK—American Molasses Co. will select a new agency by 

the end of this week, to replace McCann-Erickson. The company still 

is screening agencies. 

Duane Jones Gets Borden’s Hemo, Chocolate 
New YorK—The grocery products division of Borden Co. has switch- 

ed from Young & Rubicam to Duane Jones Co., for advertising of Hemo 

and Borden’s instant hot chocolate. 

Van de Walker Joins BBDO; Other Late News 
e Gordon van de Walker, formerly with Benton & Bowles, has joined 

Batten, Barton, Durstine & Osborn here as print media coordinator. 
Francis A. Wurster of BBDO has been shifted fom buying newspaper 
space to television time buyer under Frank Silvernail. 

e Yankee Metal Products Corp., Norwalk, Conn., manufacturer of 

automobile accessories, has switched from Picard Advertising to Reiss 

Advertising, New York, for advertising in consumer magazines and 

business papers. 

e Davison Chemical Corp., Baltimore, has named St. Georges & Keyes, 
Baltimore, to handle all Davison advertising, sales promotion, and 
public relations, effective July 1. Benjamin Eshleman Co. has been 
directing institutional advertising, and Emery Advertising Corp. has 
been handling business paper promotion. 

e Brown-Forman Distillers Corp. is running a series of 4”, eight- 
column ads across the bottom of the picture page of the Seattle Times. 

The same ads, alternately promoting Early Times and Old Forester 

whiskies, is also appearing in the Seattle Post-Intelligencer (see pic- 
ture on Page 1). 

e El Porvenir, Monterrey, Mexico, daily newspaper, will launch dis- 

tribution of Hablemos, weekly woman’s magazine for Latin American 
papers, in August. 

e American Locomotive Co. has arranged with General Electric Co. to 
sell locomotives through GE sales outlets, which will increase Alco’s 
outlets from seven to more than 300. 

e New York University’s School of Commerce, Accounts & Finance 
will hold a golden jubilee advertising convention May 11-12, with a 

series of panels on the future of advertising, with D. B. Lucas, NYU 

professor; Edward L. Bernays; Eldridge Peterson of Printers’ Ink; 

Bruce Robinson of Broadcasting, and John Crichton, ADVERTISING AGE, 
as moderators. 

e Sara M. Kelly has purchased the interest of her partner, John E. 
Fontaine, in Nelson Chesman Co., Chattanooga, Tenn., and is now sole 

owner of the agency, one of the oldest and at one time one of the best 
8 | known in the country. 

e Free Sewing Machine Co., Rockford, Ill., one of the nation’s major 

sewing machine manufacturers, on Friday named Foote, Cone & Beld- 
ing, Los Angeles, to handle its account. The account formerly was han- 
dled by Howard H. Monk & Associates, Rockford. The company is 
moving its headquarters to Los Angeles this fall. 

Pillsbury Names 4 V. P.s division; A. B. Sparboe, president 
Pillsbury Mills, Minneapolis, has of the flour milling division; Clyde 

named the following as corporate H. Hendrix, president of the feed 
vice-presidents: 
president of the grocery " products president of Globe Mills division. 

N. Y. TV Stations 
Try Hard to Lure 

Daytime Viewers 
New YorK—TV stations here are 

out to get the daytime viewer. 

Heralding the event as “Opera- 

tion Petticoat” in full-page news- 

paper ads, WNBT (NBC) started 
Monday through Friday morning 

programming last Tuesday (May 
2). Featured in the lineup, which 

goes on the air at 9:30 a.m., EDT, 
is Kathi Norris, a former DuMont 
attraction. 

Miss Norris took one of her 
sponsors, Saks 34th Street, backer 

of the first half of the program, to 

NBC. The last 30 minutes are sold 
on a participating basis. Four ad- 
vertisers had been lined up at 

week’s end. 
Starting today (May 8), Gim- 

ble’s will sponsor the first 30 min- 
utes of “Just For You,” starring 

Ann Pringle and Carl Caruso. 

as WABD (DuMont), pioneer day- 
time telecaster in New York, ad- 
vanced its sign-on hour from 10:45 
to 9:30 a.m. coincident with the 
advent of “Operation Petticoat.” 

When WABD began daylight tele- 

casting in November, 1948, the 
schedule started at 7:30 a.m. Af- 
ter a few months, however, the 

station gradually began moving up 

its sign-on hour. 

Although the afternoons at 
WABD are now somewhat pre- 
empted by baseball, the station 
feeds some programs to the net- 
work for an hour or so at noon- 
time. 

Previously off the air until late 
afternoon, except on days when 

there was a Giants’ baseball game 
to telecast, WPIX inaugurated an 
afternoon schedule last week built 
around a three-hour show with 
Ted Steele and an assortment of 
guests. The independent station 

now starts its programs at 1:15 

p.m. Mr. Steele has six participat- 
ing sponsors. 

WJZ-TV (ABC) advanced its 
weekday sign-on hour to 12:30 
p.m. a few weeks ago, with the 
addition of Zeke Manners and “Mr. 
Magic” to the lineup. Afternoon 

programs are sold on a participat- 

ing basis. WJZ-TV starts weekday 
network feeds at around 7 p.m. 
WCBS-TV’s weekday daytime 

programs begin at 3:30 p.m.; the 

network schedule starts at 4 p.m. 

NNPA Schedules 

Variety of Topics 

for Milwaukee Meet 
MILWAUKEE—Advertising, circu- 

lation, research and public events 

will vie for the spotlight in a series 

of round table and panel discus- 

sions at the National Newspaper 

Promotion Association convention 
here May 14-17. 

Heading the advertising program 

will be a round table on classified 
sales builders. Other advertising 

topics will deal with new adver- 
tising horizons, copy and layout for 

local accounts, and newspaper pro- 

motion opportunities. 
A circulation panel discussing 

“How to Get 100,000 Circulation 

Increase” will be led by represen- 
tatives of three papers which have 

shown a total Sunday increase in 

excess of 100,000 in the past 18 

months: The Cleveland Plain Deal- 
er (up 50,395), the Cincinnati In- 

quirer (up 26,612) and the Minne- 
apolis Star & Tribune (up 25,281). 

Several research talks are sched- 
uled, including an address by Dr. 

Roy V. Peel, census director, on 

“Translating the Census to Your 
Market’. The pros and cons of 

public events will be explored by 
a panel which will discuss science 

fairs, sports promotions, school 
promotions and world affairs pro- 

grams. Because of their widespread 

revival, newspaper contests also 

"| will be discussed. 
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Sarnoff Says Video 

Output Accounts for 

Most RCA Business 
New York—David Sarnoff, 

chairman of the board of Radio 
Corp. of America, expects color 
television to be available in the 
“not too distant” future. 

At a stockholders’ meeting here, 

Mr. Sarnoff predicted that the 
Federal Communications Commis- 

sion will end its hearings on color 

soon, thus clearing the way for the 
advent of color television within 

a year or two after standards are 

agreed upon. 
The RCA executive said TV ac- 

counted for approximately 50% 

of the company’s total income in 
1949 and nearly 60% during the 

first quarter of this year. RCA re- 

ported a net profit of $11,236,231 
for the first quarter of 1950—or 
nearly double the figure of $5,932,- 

083 for the corresponding period in 

1949. 
Gross income for the first three 

months of 1950 was $127,369,550, 

compared with $92,327,827 for the 

same three months last year. 

a Mr. Sarnoff said the 1950 RCA 
Victor line of radio, TV sets and 
phonographs is going well, with 
surveys showing that a majority of 
prospective customers in retail 
stores ask for RCA TV sets. As a 
result, he continued, there is a 

shortage of RCA merchandise de- 
spite “all the efforts we are making 
to supply the demand.” 

CONTESTS 
25 years’ experience developing, planning 
and operating successful contests. 

JAMES L. DECKER 
606 So. Hill St. 

He estimated that 5,000,000 tele- 
vision receivers will be sold this 
year. 

Mr. Sarnoff told stockholders 
that network telecasting still is not 

a profitable venture, athough the 

margin of loss is steadily being re- 

duced. He said RCA’s subsidiary, 
National Broadcasting Co., had a 

drop in net income in 1949, not- 
withstanding a $1,000,000 increase 

in gross revenue. NBC is still “sub- 
stantially in the black,” he em- 
phasized. 

Sanger-Funnell Names 
Carland Account Executive 

Sanger-Funnell, New York, has 
appointed Richard B. Carland as 

an account ex- 
ecutive. Mr. Car- 
land was former- 
ly advertising and 
sales promotion 
manager of the 
wire division of 
United States 
Rubber Co. 
President of In- 

dustrial Market- 
ers of New Jer- 
sey, Mr. Carland 
is a director of 
the National In- 

dustrial Advertisers Association. 

Richard Carland 

Borg-Warner Elects 
Ingersoll President 

Roy C. Ingersoll, vice-president 
of Borg-Warner Corp., Chicago, has 
been elected president. C. S. Davis, 
who has been president for the 
past 21 years, has beer named to 
the newly created position of chair- 
man of the board. 

G. A. Shallberg, executive vice- 
president, has been appointed 
chairman of the executive com- 
mittee. Mr. Ingersoll also will take 
over duties formerly assigned to 
the office of executive vice-pres- 
ident. A. P. Emmert, president of 
the corporation’s Warner Gear div- 
ision, a position he will continue 

Los Angeles 14, Calif. ' 

to hold, has been named vice-presi- 
dent of Borg-Warner. 

3,716,586 

ANOTHER 

OAKLAND 
TRIBUNE 

During 1949, the Tribune was first in the State 

of California among all evening newspapers with 

(Media Records) 

Just one more fact demonstrating the Tribune’s 

thorough coverage of Metropolitan Oakland, third 

market on the Pacific Coast. 

TOTAL NET PAID CIRCULATION 

paiLy 151,104 sunvay 166,881 

and Growing 
(A.B.C. Publisher's Statement, Sept. 30, 1949) 

Oakland. 

FOR 
THE 

LINES OF GENERAL 
ADVERTISING 

CRESMER & WOODWARD, INC. 
al Représentatives Including Sunday Magazine 

ge, ay oO, 

1950 Summer Replacements on Four Major Radio Networks 

SPONSOR SHow 

Goodyear Tire & Rub- Greatest Story Ever 
ber Co. Told 

Frank H. Lee Co. Robert Montgomery 

William R. Warner & Walter Winchell 
Co. 

American Tobacco Co. Jack Benny 

Coca-Cola Co. Charlie McCarthy 

Colgate - Palmolive - 
Peet Co. 

DeSoto - Plymouth 
Dealers 

Our Miss Brooks 

Groucho Marx 

Colgate - Palmolive - 
Peet Co. 

William Wrigley Jr. Co. 

Mr. and Mrs. North 

Life With Luigi 

Liggett & Myers Tobac- Bing Crosby 
co Co. 

R. J. Reynolds Tobac- Vaughn Monroe 
co Co. 

General Foods Corp: My Favorite Husband 
Lever Bros. Amos ‘n’ Andy 

Procter & Gamble Co. 
Electric Companies Ad- 

vertising Program 
Thomas J. Lipton Inc. 

Red Skelton 
Corliss Archer 

Arthur Godfrey’s Tal- 
ent Scouts 

Lever Bros. Lux Theater 

Lever Bros. My Friend Irma 

Electric Auto-Lite Co. 
Hall Bros. Co. 

Suspense 
Hallmark Playhouse 

The Goldbergs 
Gangbusters 
Godfrey Digest 

General Foods Corp. 
General Foods Corp. 
Liggett & Myers To- 

bacco Co. 
Procter & Gamble Co. Lowell Thomas 

Procter & Gamble Co. Beulah 

Procter & Gamble Co. Jack Smith 

Campbell Soup Co. Club 15 

Campbell Soup Co. Ed Murrow 

General Foods Corp. Juvenile Jury 

U. S. Steel Corp. Theater Guild 

American Album of 
Music 

Cavalcade of America 

Sterling Drug* 

E. I. duPont de Ne- 

mours & Co. 

Lewis Howe Co. Baby Snooks 

Lever’ Bros. Bob Hope 

S. C. Johnson & Son Fibber & Molly 

Brown & Williamson People Are Funny 

Kraft Foods Co. Gildersleeve 

General Foods Corp. 
General Foods Corp. 
Radio Corp. of Amer- 

Aldrich Family 
Father Knows Best 

Screen Directors Play- 
ica house 

R. J. Reynolds Tobac- Jimmy Durante 
co Co. 

Pabst Sales Co. Life of Riley 

Procter & Gamble Truth or Consequences 

Colgate - Palmolive - Dennis Day 
Peet Co. 

Colgate - Palmolive - Judy Canova 
Peet Co. 

Note—Because a great many advertisers haven’t 

65 nighttime summer half hours. 

REPLACEMENT 

Hiatus 

Hiatus 

Several Guests 

Guy Lombardo 

Percy Faith 

Steve Allen 

It Pays To Be Ig- 
norant. 

Satin’s Awaitin’ 

To be Selected 

Robert Q. Lewis 

Hiatus Expected 

Hiatus 

Call the Police 
Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

NATIONAL BROADCASTING CO. 

NBC Symphony 

Hiatus 

Hiatus 

To be Selected 

Hiatus 

Hiatus 

To be Selected 

Hiatus 

Hiatus 
Hiatus 
Hiatus 

Hiatus 

To be Selected 

Hiatus 

Hiatus 

Hiatus 

AMERICAN BROADCASTING CO. 

DATE 

May 21 

June 15 

COLUMBIA BROADCASTING SYSTEM 
June 4 

June 4 

early June 

early June 

June 6 

May 31 

May 28 
Aug. 6 

July 2 

Aug. 5 

MUTUAL BROADCASTING SYSTEM 

June 29 

June 11 

June 20 

May 30 

June 7 

June 29 

June 29 

July 7 

July 7 

July 1 

July 1 

July 1 

AGENCY 

Kudner Agency © 

Grey Advertising 
Agency 

Kenyon & Eck 
hardt 

Batten, Barton, 
Durstine & Og 
born 

D’Arcy Advertis- 
ing Co. 

Ted Bates & Co, 

Batten, Barton, 
Durstine & Os. 
born 

Sherman & 
quette 

Arthur Meyer- 

hoff & Co. 
Cunningham & 

Walsh 

William Esty & 
Co. 

Young & Rubicam 
Ruthrauff & Ryan 

Benton & Bowles 
N. W. Ayer & Son 

Young & Rubicam 

J. Walter Thomp- 
son Co. 

Foote, Cone & 
Belding 

Cecil & Presbrey 
Foote, Cone & 

Belding 

Young & Rubicam 
Young & Rubicam 

Cunningham & 
Walsh 

Compton Adver- 
tising 

Dancer - Fitzger - 
ald-Sample 

Dancer - Fitzger - 
ald-Sample 

Ward Wheelock 
Co. 

Dancer - Fitzger - 
ald-Sample 

Benton & Bowles 

Batten, Barton, 
Durstine & Os- 
born 

Dancer - Fitzger - 

ald-Sample 
Batten, Barton, 

Durstine & Os- 
born 

Dancer - Fitzger- 
ald-Sample 

Batten, Barton, 

Durstine & Os- 
born 

Needham, Louis 

& Brorby 

Russel M. Seeds 
Co. 

Needham, Louis 
& Brorby 

Young & Rubicam 

Benton & Bowles 

J. Walter Thomp- 

son Co. 

William Esty & 
Co. 

Warwick & Leg- 
ler 

Compton Adver- 

tising 
Ted Bates & Co. 

Ted Bates & Co. 

yet decided on summer plans, these network lists are 
incompleted. The chart shows only what summer changes are planned by regular season advertisers. 
Some of the NBC spots, designated as hiatus, will be taken over by General Mills, which has signed for 

*There is a strong possibility that Sterling Drug’s “American Album” will not be renewed in the fall. 

Appoints George Haysel 
George R. Haysel has been ap- 

Co., Los Angeles. . 

Lazarus Appoints Draznin 
C g Jules Draznin has been ap- 

pointed assistant advertising man-| pointed assistant to the president| pointed an account executive of 
ager of Southern California Edison — ogy 4 chief of Harry J.|Sam Judd Advertising Co., St. 

zarus 0., Chicago. 

Judd Agency Names McDade 
William McDade has been ap- 

Louis. 

NORTI 
Hanso! 

directc 
ecutive 

| | 

MacDc 

| 

lisher 

BE 
EN 

| 
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During the Newspaper Publishers’ Convention in New York 

NORTH AND SOUTH—Guests at the Bureau of Advertising reception included C. B. 
Hanson Jr., publisher, Birmingham News and Age-Herald; George Steele, advertising 
director, Philadelphia Bulletin, and pr t of the Newspaper Advertising Ex- 
ecutives Association; and Don U. Bridge, advertising director, Gannett Newspapers. 

FOUR VIEWS OF ADVERTISING—At Hearst Advertising Service party are Edward 
MacDonald, HAS research director; Marshall Trippe, newly-appointed advertising 
director of the Baltimore News-Post and American; Robert M. Gray, advertising di- 

rector, Esso Standard Oil Co., and James H. S. Ellis, president, Kudner Agency. 

HEARST THREESOME—Also at the Hearst party were Walter Young, associate pub- 
lisher of the New York Journal-American; Herb Beyea, general manager of HAS; 

and Worth Coutney, publisher of the Chicago Herald-American. 

PLAIN DEALERS—A Cleveland Plain Dealer trio at Cresmer & Woodward's gather- 
ing: Gusting Graham, general manager; |. F. Freiberger, president, Forest City 

Publishing Co.; and Paul Bellamy, editor. 

MILWAUKEE IN N. Y.—The subject of conversation is Milwaukee. Scene: Moloney, 
Regan & Schmitt party. Among those present: W. M. Thomson, assistant publisher, 
Milwaukee Sentinel; Frank L. Taylor, publisher of the Sentinel; B. B. Haas, Schenley 

Distillers; and Herbert W. Moloney, president of MR&S. 

Video Needs More 

Low-Budget News 

Telecasts: Utley 
Cuicaco—Television needs more 

interesting, fast paced, high qual- 
ity local news telecasts priced so 
that local sponsors can afford to 

pay the bill, according to Clifton 
Utley, NBC radio and TV news- 
caster. 

Speaking at a meeting of the 
Chicago Television Council last 
week, Mr. Utley said that while 
video newscasts may never exploit 
the TV medium to the fullest, news 
will become an increasingly im- 
portant part of local video pro- 
gramming. 

He said that the ratings of TV 
news programs are not necessarily 

the best criteria for judging their 
effectiveness, and that a 15-min- 
ute, five-a-week program with a 

steady following will do a satis- 
factory sales job for the sponsor. 

Mr. Utley said that video news- 
casts may use some film material, 
but that the essence of a news tel- 
ecast is immediacy. Therefore, he 
argued, spot news, interpretive 

commentary and low-budget gim- 
micks (headlines on cards, still 
photos, animated charts and maps) 
are the most desirable qualities in 
a news show. 

King to ‘American Family’ 
Perry B. King, formerly assist- 

ant to the publisher of Nowadays, 
has been appointed head of the 
newly created research and reader 
service department of American 
Family Magazine, Chicago. 

Ye AMERICAN LABEL CO. 

G.R.GRUBB & CO. 
CHAMPAIGN, ILLINOI 

TELEPHONE 5209 

COMBINED to cive you artists 
BETTER SERVICE AND FINER : : ENGRAVERS : 
ENGRAVINGS-—At the Right Prices PHOTOGRAPHERS 

WRITE OR CALL THE NEAREST PLANT nae e* 

PEORIA ENGRAVING CO. 
onrs 

‘TELEPHONE 4-7197 

ORDER YOUR PLASTIC PLATES AT 5 P.M... 
HAVE THEM DELIVERED TO 
YOUR DESK BY 9 A.M. 

THE FOLLOWING 
MORNING 

SERVICE WABASH 2-1204 

MATRIX COMPANY 
517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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These men have boxed before millions! 

They’ve been featured in newspapers, magazines, books, and movies. 

Yet most people will be hard put to identify Jack Johnson, Jim Corbett, 

or Bob Fitzsimmons—who have been idolized by millions. 

But nearly everyone knows the sometime pugilist who is the fourth 

man in the ring. 

Yet world-famous Popeye does his fighting in the comics! 

Is there any more graphic way of demonstrating the tremendous edi- 

torial impact of PUCK, the only national comic weekly? Doesn’t it show 

how PUCK’s all-star cast of characters has woven itself into America’s 

life... Jiggs, who “sold” corned beef and cabbage; Popeye, who made spin- 

ach a top favorite; Dagwood, who helped the U. S. Atomic Energy Com- 

mission explain nuclear energy? 

Do you wonder that such hard-headed firms as General Mills Inc., 

W. A. Sheaffer Pen Co., Lever Bros. Inc., and many others spend millions 

of advertising dollars in PUCK, The Comic Weekly? 

Educators speak of comics as “a social force” that constantly helps 

shape our manners, morals, and thinking. But shrewd business men speak 

of the comics as a tremendous “sales force”! 

Who are these fighters? 

PUCK, The Comic Weekly, distributed with 15 great Sunday news- 

papers from coast to coast (with its two advertising affiliates), reaches 

more than 18,000,000 adults (and their youngsters) in 7400 communities 

where 83% of all retail sales are made. 

Year after year readership reports show PUCK delivering 3 to 5 times 

more thorough readers of advertising per dollar than top weekly maga- 

zines. If you want to know why advertising in PUCK is so effective in 

selling goods, ask us about “Getting More Out of the Dollar!” 

\ What fools Mese Mortals be!” 

THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly—A Hearst Publication 

63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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